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DEFT treatment and dramatic lighting con- 
tribute much to modern screen productions. 
Unusual effects receive competent support 
from the wide latitude and exact uniformity 
of Eastman negative films. They always can 
be depended upon to meet director and 
cameraman more than halfway. Eastman 
Kodak Company, Rochester, N. Y. 


J. E. BRULATOUR, INC., Distributors 








Fort Lee Chicago Hollywood 
PLUS-X SUPER-XX 
for general studio use when little light is available 
BACKGROUND-X 


for backgrounds and general exterior work 


EKASTMAN NEGATIVE FILMS 








ELL & HOWELL Filmosounds prevent“ sour” notes by maintaining, 
B at the sound drum, the znvarying speed that is essential to faithful 
sound reproduction. One of the several precise mechanical devices 
which contribute to this perfection, and one of major importance, 
is the patented B&H Oscillatory Stabilizer, originated by and ex- 
clusive with B&H. 

Arrange for a Filmosound demonstration and your ears will tell 
you why Filmosounds, the only 16 mm. sound film projectors with 
the Oscillatory Stabilizer, should present your business films. 






















FILMOSOUND “COMMERCIAL” 


A compact, single-case, 16 mm. 
sound film projector offering 
the utmost in convenience and 
simplicity of operation for the 
busy salesman. It provides 
uninterrupted fifty - five-minute 
showings of theater quality in 
salesroom, showroom, hotel 
room, or moderate-sized audi- 
torium. Has 750-watt lamp, 
powerful amplifier, speaker- 
hiss eliminator, ‘‘floating film” 
protection, and provision for 
using microphone or phono- 
graph turntable. 

$276 


Price, only 


FILMOSOUND “UTILITY”—~> 


A compact, two-case, 16 mm. sound 
film projector with even greater 
audience-handling capacity than the 
“Commercial.” It provides the cor- 
rect operating speeds for both sound 
and silent films, so that silent films 
may be projected, too. Controls in- 
clude a clutch, which permits pro- 
longed projection of a single frame, 
and a reverse switch, which permits 
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The B&H Oscillatory Stabilizer and (in dia- 
gram ) its location in relation to sprockets and 
sound drum. The patented unit has two actions. 
First, it reduces film speed variations to a mini- 


mum by its snubbing action. Second, it then 
“short-circuits” any remaining film speed vari- 
ations by employing the principle that equal 
and opposing forces counteract each other. 


Why Are Zilmodounda First Choice 
of Industrial Film Users? 


It’s because Filmosounds have definite plus values which repay 
their slight extra cost many times over. These extra values 
include: 


PRECISION. Built by the makers of Hollywood's preferred pro- 
fessional equipment, Filmosounds have the precision that’s 
required to provide the finest sound and picture reproduction. 


DEPENDABILITY. Filmosounds are built to continue to give 
demonstration results through years of arduous service. They 
are easy for your representatives to operate. They assure you 
that the show wii// go on. . . and go on with the showmanlike 
smoothness that helps sales films se//. 


STAMINA. For years most World’s Fair exhibitors of sound 
motion pictures have used Filmosounds. Why? Because Filmo- 
sounds have proved their ability to stand up under the punish- 
ment of month after month of 12-hour-a-day operation. 


Whether your need is for compact projectors for salesmen to 
carry, or for projectors capable of serving in the largest audi- 
toriums, get the complete story of B&H Filmosounds. Use the 
convenient coupon. Bell & Howell Company, Chicago; New 
York; Hollywood; Washington, D. C.; London. Established 1907. 


FREE BOOK... Showmanship, Today's Formula for Selling... 
briefly presents the facts every businessman should know 
about that effective selling tool, the motion picture. Send the 
coupon for your copy. With it we'll send you an informative 
circular, How 
Business Movies 


Tell and Sell. 






BELL & HOWELL COMPANY 

1808 Larchmont Ave., Chicago, Ill. 

() Send 36-page, illustrated booklet: 
Showmanship, Today's Formula for Sell- 
ing and new circular, How Business 
Movies Tell and Sell. 














running film backward to repeat 
sequences. The price has recently 
been reduced to only ........ $339 


BELL 





CARTOONS IN COLOR! For “sweetening” commercial programs, your 
sure-hit choice lies in cartoon shorts in full color, now available from B&H 
Filmosound Library. Send coupon for details . . . and, for quantity price 
quotations, indicate quantities of subjects and prints needed. 


PRECISION-MADE BY 


& HOWELL 


“Commercial” 
“Utility” 

() Send data and prices on cartoon films. We may need 
GORD ncocene ..-prints each of 





Send details on Filmosound 


..subjects. 








Show Your 


EMPLOYEE - TRAINING 


SLIDEFILMS 


WITH 


PROJECTORS 


S. V. E. Projectors have been 
serving industrial film users for 
almost two decades. They are 
standard equipment in all lead- 
ing sound slidefilm units. Their 
patented light system provides 
maximum illumination over the 
entire screen area, assuring bril- 
liant, clear pictures. For your 
contact salesman, for employee 
training, or for continuous auto- 
matic showing of slidefilms at 
conventions use time-tested 
S. V. E. Projectors. 





S. V. E. PROJECTOR MODEL 9. 


For showings to small groups and for 
use by contact salesmen, this compact 
100-watt unit offers many advantages. 


S. V. E. PROJECTOR MODEL G, 
300 Watts, for Large Audiences. 


This powerful projector for single- 
frame slidefilms provides not only bril- 
liant illumination for presentations! in 
halls, auditoriums, and large classrooms, 
but also utmost convenience. It has as 
standard equipment the patented 
S. V. E. Rewind Take-Up, which rewinds 
the film in the proper sequence as it 
s being shown. 


NEW S. V. E. PROJECTOR, MODEL SA, 
For Poleroid* 3-Dimension Pictures. 


This projector shows brilliant life-size images 
that have not only height and width, but 
also depth. One projector (not two side by 
side) projects the pictures from a single 
strip of film. The Model SA uses two lenses 
and a new double 


specially designed 


filament lamp. 
*T. M. Reg. U. S. Pat. Off. by Polaroid Corp 


The complete S. V. E. Projector line includes styles for 
showing both filmstrips and slides, for slides only, and 
for filmstrips only. 


Write Dept. B for S. V. E. Projector Catalogs now! 


SOCIETY 


100 €AST OHIO STREET 


FOR VISUAL €DUCATION IAC 


CHICAGO - ILLINOIS 
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By Arnold Kruckman 


@ Wasuincton, D. C.—Nathan D. 
Golden, one of the most widely 
known Federal Government officials 
intimately identified with motion 
pictures, has a new job. The for- 
mer Division of Motion Pictures 
in the Bureau of Foreign and Do- 
mestic Commerce has been abol- 
ished, along with the 24 other divi- 
sions of the Bureau. Five new Divi- 
sions have been set up in their 
place. The underlying purpose of 
the reorganization is to make the 
whole Department of Commerce 
more immediately responsive to the 
needs of your domestic business. 

Mr. Golden started in the Depart- 
ment of Commerce as the expert on 
motion pictures under Herbert Hoo- 
ver. In those days the emphasis 
properly was placed on foreign 
commerce. 

When the shift was made the 
other day the change was focussed 
about 95% on domestic commerce, 
practically reversing the former 
policy. The new organization has 
brought into existence a Division of 
Regional Economy, Division of Re- 
search and Statistics, Division of 
Commercial Economics, Division of 
International Economy, and a Divi- 
sion of Industrial Economy. 


Is FEDERAL CONSULTANT 


Mr. Golden is attached to the 
Division of Industrial Economy as 
a Consultant. As a Consultant he 
experts for all agencies of the Gov- 
ernment on all phases of motion 
picture industries, on amusement in- 
dustries, and on printing, publish- 
ing, distilling and brewing. It will 
be his job to give the people of the 
industries out in the field such 
counsel and information as they 
may require, and at the same time 
he will be expected to give the same 
kind of counsel to Government ofh- 
cials whenever there is need. In 
effect, he becomes the channel 
of sympathetic and understanding 
communication between industry 
and Government. 

In June, Mr. Golden starts out 
on a swing around the continent to 
visit all centers of the motion pic- 
ture industry. The purpose is to 
bring the Federal Government in- 
timately into your office or your 
laboratory or your factory, on an 


informal basis. You can tell Mr. 
Golden your troubles and he will 
earnestly try to help find a soly. 
tion. At the same time, he hopes, 
and Secretary of Commerce Jesse 
Jones hopes, you will cooperate in 
providing the information the Goy. 
ernment needs to make this liaison 
between industry and Government 
more effective. If you wish to con- 
fer with Mr. Golden while he is in 
the field, write him and let him 
know. Address him at the Depart 
ment of Commerce, Room 3510, in 
Washington, D. C. He will be glad 
to hear from you, and he will let 
you know when he will be in your 
region. 

Agriculture Produces 

* The most complete film produe- 
tion agency in the Government is 
the Motion Picture Extension Ser. . 
vice of the Department of Agricul- 
ture, headed by Raymond Evans, as 
Chief and C. A. Lindstrom as 
Assistant Chief. It has a staff of 
25, and it does the whole job, from 
the script to the finished film. It 
has 5 cameramen, a fine and com- 
pletely equipped laboratory, and its 
facilities are sometimes used by 
other Government agencies. Chief 
Evans, however, is not very enthusi- 
astic about lending his facilities to 
any agency because the huge Agri- 
cultural Department demands all 
the resources and energies of his 
Service. It has just finished for 
the AAA a film by Edgar Peterson 
titled Harvests for Tomorrow. The 
three-reel picture is a story of the 
pasture and grasslands of New 
England. Those who have seen it 
say it is an extraordinary produc 
tion. Frank Craven is the narrator 
and John L. Finckel provides the 
music. Incidentally, Chief Evans 
is a very sincere and enthusiastic 
reader of Business ScrEEN Maca- 
ZINE. He says it is the answer to a 
long-felt need. Mr. Evans finds in 
Business ScREEN MAacazine infor- 
mation about equipment and ser- 
vices he says he can get nowhere 
else. 

Interior's “Hydro™ 

* Ray Dame, Chief, Photo Section, 
Department of Interior, who is 
head of the only other civil agency 
in the Federal Government which 


(Please turn to page eight) 
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To Business Executives 


with the courage to plan 


THREE YEARS AHEAD 








PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Can Company 
American Viscose Corporation 
The Bates Manufacturing Company 
Wallace Barnes Company 
Black & Decker Manufacturing Company 
Cadillac Motors 
Calco Chemical Company, Inc. 
S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Gasoline Corp. 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Socony-Vacuum Oil Company, Inc. 
Swift & Company 
Talon, Inc. 

The Texas Company 


OR ANY OTHER CARAVEL CLIENT 
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EGARDLESS of the extent to which your company 

is occupied with work for national defense, it is 

surely the part of wisdom to start planning for what 

may happen one year, two years, even three years 
from now... 

While we are devoting part of our efforts to pro- 
moting and producing vocational training films to 
speed defense, we are also helping a number of 
large business organizations prepare for all-out com- 
petition in the years ahead 

—By devising long-range training programs, to 
keep far-flung sales and dealer organizations 
ready to do a top-flight selling job whenever the 
signal flashes. 
—By promoting long-range educational pro- 
grams, to create a better understanding on the 
part of high school and college students (and 
their parents) of the many benefits which come 
to them as a result of the specific services of 
American business institutions. 
Both of these programs are designed to meet prob- 
lems that are bound to become increasingly perplex- 
ing; and since they cannot be escaped, it is surely 
good judgment to anticipate them with a plan that 
can be quickly adapted to each changing situation. 

May we tell you more about these plans—and from 
our many years’ experience suggest how they may 
contribute to the solving of your long-range prob- 
lems? A letter entails no obligation—and it may prove 
very well worth while. 


CARAVEL FILMS 


INCORPORATED 


New York ¢ 730 Fifth Avenue * Tel. Circle 7-6112 


































You have the advantage of remote “push- 
button" 
second, by a light touch of the button you 


control. Slides change in a split 
hold in your hand. You have, too, the ad- 
vantage of interchangeable magazines, each 
holding 48 2” x 2” glass slides. You have a pro- 
jection machine whose wattage potential makes 


it possible to project slides in an office or a 


ADVERTISING: 
tising in hotel lobbies, 


a few of the possibilities 


SELLING: Ideal for 


illustrated 





Write Today For Free Catalog S-15 


86 
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Selechroslide 
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SELECTROSLIDE EQUIPMENT BELONGS IN YOUR BUSINESS 


Advertising opportunities 
Selectroslide equipment are limitless. 

theater lobbies, 
tail lounges and transportation terminals, only 


strong, dramatic, 
presentations to clients, to jobbers and dealers. 
Good-will sales talks to the consumer are often 
with Selectroslide equipment 


Manufactured by SPINDLER & SAUPPE 
T rR 
west 









WHY SELECTROSLIDE 
IS THE BEST BUY 


for projecting your 35mm 


d black and white or colored film slides 





iA 





SELECTROSLIDE JUNIOR 





large auditorium with equal clarity, brilliancy, 
sharpness of detail. You have equipment that Single unit, miracle of compactness. 
Holds 16 slides. Set automatic as well 
as remote control. Smaller, lighter, 
inexpensive equipment. 


COMPACT SELECTROSLIDE 


may be set at “automatic control” with slides 
changing perfectly at set intervals without any 
personal supervision. All these features, plus 
low mass production prices, make Selectroslide 
equipment stand out brilliantly from all other 


projection machines. 


with LECTURING: Because the mechanism of the 
Adver- Selectroslide is so accurate, so precise, it is 
cock- excellent for lecture purposes. Colored pic- 


tures are projected with sparkling clarity. 
DISPLAY: Selectroslide was used extensively by 
nationally famous industries in exhibits at both 
the last World's Fairs. Now used for window 
displays all over the country with crowd- 
stopping effects. 


visual 





Lightweight, easily portable. Built-in 
projector, specially designed for ad- 
vertising and sales promotion. 200 
watt bulb. Forty-eight slides, inter- 
changeable magazine. 


STREET 
7th STREET 


SAN FRANCISCO 
LOS ANGELES 
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Scene from “Melody Comes To Town” shown on a 
Da-Lite Model B Screen. This map-type hanging 
creen has Da-Lite’s famous Glass-Beaded surface, 
spring-roller-mounted in a metal case, to protect it 
from dust when not in use. All sizes of Da-Lite 
Model B Screens have recently been reduced in price. 


THE DA-LITE 


NORTH 


2723 


Numper Five ¢ 1941 





CRAWFORO 





SCREENS Chosen ly 


DEERE & COMPANY 


FOR ITS SPARKLING NEW MUSICAL FILM 


Packed with sentiment, laughs and thrilling music, “Melody Comes to 
Town,” is certain to provide royal entertainment for everyone who 
sees it. This new sound motion picture was produced in Hollywood, by 
Wilding Picture Productions, Inc., with a popular Hollywood cast. 
It is one of five films recently produced for Deere & Company for its 
1941 Sales Season. . . . . To insure perfect projection and thus get 
full value from its investment in these five films, Deere & Company is 
showing them on Da-Lite Screens. . . . The Da-Lite Challenger (shown 
above) is one of several models Deere & Company is using. The superior 
light reflective qualities of the Challenger’s specially processed Glass- 
Beaded surface produce sharp, brilliant screen images. lis simplified “‘all- 
in-one” construction and many other advanced features provide maximum 
convenience. The Challenger can be set up any where in 15 seconds. Ask 


your supplier about Da-Lite equipment. Write Dept. 5BS for Catalog. 


SCREEN COMPANY, INC. 


AVENUE CHICAGO, ItLtLingis 

















(Continued from page four) 
has a complete unit for production 
of motion pictures, also, naturally, 
says the kindest sort of things about 


Business Screen Macazine. Like 


others he says the periodical is real- 
istically a thing of practical value 
to him; and in reporting these ideas 
here, with permission, it should be 
made clear this correspondent does 
so on his own initiative, without 
the foreknowledge of the Editor, 
and the correspondent is deeply im- 
pressed with the sincerity of the 
sentiment of the persons who volun- 
teer the endorsement. It is genu- 
inely an unusual experience in writ- 
ing trade paper news reports. 

Dame is particularly interested 
that his professional friends should 
watch for Hydro, the latest Interior 
production. It shows how the mas- 
sive power developed at Bonneville, 
in Oregon, on the Columbia River, 
puts into use the vast resources of 
lumber, metals, and other natural 
resources in the Pacific Northwest. 
It is a three-reeler, with color, and 
music, the script by Stephen Kahn, 
and direction by Gunther Fritsch. 
Dame, with his organization of 2 
cameramen and 18 other person- 
nel, is now engaged in scoring a 
number of revived films for use in 
South America. They must be done 
in Spanish and Portuguese. The 
dificulty in Government is to se- 
cure the men who can speak idio- 
matic foreign languages, who know 
North America so they can make 
graphic comparisons between South 
American outstanding interesting 
points and similar points in North 
America, and who can be employed 
at the salaries the U. S. Civil Ser- 
vice allows for the job. Usually 
the Civil Service pay-rate is less 
than half they can get in private 
employment. 


Army's 400 Theatres 


* The Army Motion Picture Ser- 
vice, R. M. Murray, general man- 
ager, Room 400, Tower Building, 
Washington, D. C., operates a chain 
of 400 picture houses in the posts, 
army bases, Air Corps stations, 
camps and cantonments, scattered 
around the United States, its Terri- 
tories and Possessions. Each house 
has at least two 35 mm projectors. 

There are now actually 240 Army 
theaters in operation. The other 
160 houses will be in operation 
within 90 to 120 days. Mr. Mur- 
ray states contracts have 
made for the supply of all pro- 
jectors. There is, however, appar- 
ently some question about the actual 
status of the contracts. It is pos- 
sible there may be a need for ad- 
ditional equipment. 


been 


There will definitely be need for 
more equipment when the Army is 
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enlarged. In the near future the 
present personnel of 1,400,000 is 
to be expanded to 2,600,000 or 
2,800,000, if the plans under dis- 
cussion among members of Con- 
gress are crystalized. 

The Army Service is over 20 
years old. It operates the Army 
theaters in every Army unit. It 
books all features and shorts and 
newsreels from the standard sources 
exactly like the socalled neighbor- 
hood theater. Its expenses are de- 
frayed by the fee charged the sol- 
dier for admission. He pays 20c 
cash at the door, or buys a book of 
coupons which reduce the cost to 
l4c per admission. The theaters 
seat from 300 to 1,500 persons. The 
theatrical service employs national- 


ly about 3,000 persons. The aver- 
age of 7 personnel per theater are 
soldiers. The other two hundred 
are civilians, including Mr. Murray 
who served in the Army during the 
World War, and, as a professional 
showman was invited to remain in 
charge of this part of the Army’s 
welfare work. 

Mr. Murray supervises the buy- 
ing, although the formal procure- 
ment process is consummated 
through the Signal Corps. The 
Signal Corps also purchases the 
projectors for the Recruiting Ser- 
vice of the Army, and the projec- 
tors for the Training Section. It 
is estimated roughly the combined 
needs of these services will exceed 


1,000 projectors. It is not pos- 








OF THE SLIDEFILM "MAKING COWS PAY" 
PRODUCED FOR ALLIED MILLS, INC. 


Here Are Typical Comments From Field Representatives:— 


“A dairyman stated our picture told a complete story in 
25 minutes, whereas competitive salesmen took up half a 


day of his time.” 


“Most effective merchandising help we have ever had. . . . 
The picture played a very important part in helping us 


make sales and put over our feeding program.” 


“The slidefilm gives dealer employees the information ef- 
fectively in a few minutes and is far superior to any 
method we have had in the past for training men.” 


Burton Holmes Films is now producing a second sound 
slide film for Allied Mills, Inc. 


BURTON HOLMES FILMS GET RESULTS 


48 YEARS OF 


SHOWMANSHIP 


BURTON HOLMES FILMS, INC. 

































sible to determine how many new 
projectors are required at this time, 
Recruiting and Training services 
use the 16 mm projectors. Some 
are purchased through the Procure. 
ment Division of the Treasury, 
others directly by the Signal Corps, 

Procurement acts as purchasing 
agent for all projectors used by ¢- 
vilian agencies of the Government, 
These agencies almost without ex. 
ception use 16 mm equipment. Bids 
usually are invited twice a year, 
and a schedule of needs thereupon 9 
is published by the Division. Th 
agencies of the Government which 
require 16 mm projectors whem 
they need the apparatus simp 
make requisition of the numbe 
they want under the published se 
dule at the price indicated in 
schedule. The 35 mm projector 
are bought on open requisitiony 
that means no contract has bee 
let to any bidder on any existing 
Procurement schedule. It is ex 
plained the purchase of 35 mm 
equipment is relatively small. 


Film on Subcontracting 
@ Arch A. Mercey, of the Presi 
dent’s immediate staff in the O 
of Government Reports, has just 
finished a 10-minute one-reeler, 
Farming Out Defense Contracts. 1 
shows how the country is getting 
ready for the Big Job in small} 
machine shops, particularly in makey 
ing airplane motors and sheet metal, 
work. The subtitle defines the pic 
ture as the story of Subcontracting 
—Bits and Pieces. 


Social Security Releases 

@ Wendell S. Gibbs is Chief of the 
Radio and Motion Picture Section,” 
Social Security Board in Washing 
ton. Part of the Social Security 
program coordinates with the Na-~ 
tional Defense agencies. These 
Social Security films, 16 mm, either 
color or black-and-white, usually 
are two reelers. Two items were 
released in April. The emphasis 
in these pictures usually is on em 
ployment, and on the problems in 
nate in the Social Security program. 
They are distributed, in lots of sev 
eral hundred prints, through the 
500 offices of the Social Security 
Board around the country, and are 
shown at labor meetings, in Social 
Security assemblies, Kiwanis Clubs, 
and similar outlets. 


Treasury Now in Films 

* The latest film addition to the 
Federal Government is in the Treas- 
ury, where the Defense bonds and 
stamps sales are being picturi 
under direction of Howard Diet, 
author, playwright, song-writer, and 
publicity man for Metro-Goldwyn 
Mayer by whom he was loaned to 
the Treasury. He is assisted by 
Carlton Duffus of the same studio. 


Business SCREEN 








Most Portable « Easiest Operation 
Greatest Film Protection 


You will win the thanks of your sales- 

men — and orders from your custom- 

<)*= ers by selecting the New Victor 41 

~~ Animatophone for your sales work. 

Every salesman will delight in its easy portability and 

dependable, easy operation — its picture clarity of 

your splendid products and ingenious manufacturing 

processes — its true sound reproduction of your sales 

manager's voice. See Victor's remarkable demonstra- 
tions. Write for details today, to Dept. E-I. 


Se 





ANIMATOGRAPH CORPORATION, Davenport, lowa 
Distributors throughout the World 








GET THEIR 


—-POSITIVELY! 


Your product, or your client’s product, likely is designed for a 
specific market. If it’s farmers, for instance, you want to sell 
that market and sell it hard. That’s one of the big reasons for 
using a sales message on film—to get the undivided attention 
of specific prospects. 
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GET THE FACTS! 


The records of our film distribution 
and showings will open your eyes 
to the advantages of talking pictures 


But can you be sure your talking picture will be screened in 
the right place, before the right audiences, at the right time? 





Now it’s easy and positive. You select the localities, the 
audiences, and the time, and let MODERN control the show- 


ings. The MODERN plan assures proper screening of your shown by the MODERN plan. In- 
sound film and dependable reports on who, where, when and vestigate fully, now, for your present 
how many of each audience. and future films. Phone Circle 
; 6-0910 in New York or write us 
What does this complete service cost? How much does it pay! today. 
So 





MODERN TALKING PICTURE SERVICE, | 
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WASHINGTON, D. C.—The vocational education 
motion pictures, in process of making under the 
sponsorship of the U. S. Office of Education, 
are regarded as a new adventure in Government 
film business. Dr. C. F. Klinefelter, assistant to 
the U. S. Commissioner of Education, says pro- 
duction arrangements are based upon the faith 
that there is integrity and honesty in the every- 
day transactions between the Government and 
business men. 

In a sense these pictures are a yardstick of 
commercial intelligence; they are really mile- 
stones in more ways than one. They represent 
an entirely new way of making motion picture 
contracts, and they furnish what the Govern- 
ment considers a model for future film produc- 
tion contracts. The essence of the incident lies 
in the fact that both the manner of making the 
contract and the form of the contract itself is 
a pacemaker for all those who sponsor business 
films, and even may be the breaking of new trail 
for the way of establishing criteria in many 
other lines. 

New Formuta Is EstaBlisHeD 

It is particularly fortunate that this unique 
experience should happen in the commercial 
motion picture industry. It is also especially 
noteworthy that the people in the Treasury 
Procurement Division should feel that the re- 
sults of this bidding competition are almost 
without parallel. 

The specifications are considered in Wash- 
ington as a model for a long time to come in 
negotiating contracts for production of com- 
mercial films. They are unique for their clarity, 
precision, and for their comprehensive charac- 
ter. They leave nothing out that should be in- 
cluded in such specifications, and they define 
everything so simply and so clearly that the 
very job of putting them into words itself is 
a notable achievement. Every business man 
who sponsors films, or who makes films for his 
own purposes, should study those specifications. 
A copy is undoubtedly available to any one 
who really wants one if he will write to Mr. 
Clarence O. Sayler at the Procurement Division, 
Treasury Department, Washington, D. C. 

These specifications, or bid-invitations, will 
serve as a model Government formula here- 
after. They follow the years of groping and 
uncertainty that has characterized the business 
aspect of making Government motion pictures. 
This fogginess was not due to the absence of a 
sincere desire to find a workable formula. It 
just happened that until the U. S. Office of Edu- 
cation job came along there never was a care- 
ful, concentrated, unified effort to think the 
problem through to its final word. The urgency 
of the defense effort, and the combination of un- 
usual men in the Government and outside of 
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the Government in the industry, produced the 
result. 
Sets STANDARD OF COOPERATION 

The formula means that Government may 
purchase motion pictures reasonably, not cheap- 
ly, that it may practice proper economy, but 
not penny-pinching stinginess or extravagance. 
It provides a sound, sane method by which 
the Government may indicate what it wishes 
to spend and find out what it may get before 
it adventures on an unlimited enterprise. The 
same formula clearly permits the motion pic- 
ture producer to determine what he may decent- 
ly do for the money he has to spend. /t makes 
the job cooperative as well as competitive. It 
is a blending of intelligent cooperation and 
competition. One limits the other. Too much 
competition is a cut-throat business, and too 
much cooperation kills initiative. They are very 
hopeful here that the larger aspects of this 
experiment will have profound effects upon the 
whole socio-economic system of this country. 
It is very realistic, very practical, very business- 
like, and at the same time it is idealistic but not 
starry-eyed, 

Enps EXTRAVAGANCE IN Costs 

There is no doubt that these U. S. Office of 
Education specifications wipe out the old sys- 
tem of boundless extravagance in producing 
Government pictures. The extravagance was 
not deliberate, nor was it basically improper. 
It was simply the absence of plan, the lack of 
clear, business-like, thinking. The motion pic- 
ture was classified as an artistic irregularity, 
as something not subject to the controls and 
limitations of business. When a Government 
agency embarked upon a picture it expected 
to keep on spending without very much plan 
until the picture was finished. The principle 
was neither good for the picture business nor 
for the Government. But since it was considered 
inseparable from such indefinable enterprises 
like the motion picture it was regarded as a 
good outlet for WPA spending, for the boon- 
doggling that supported the unemployed in 
the days when jobs were scarce. That is the 
reason for the large sums spent on some of the 
feature motion pictures of a few years ago that 
achieved some national reputation. Obviously 


this kind of production and spending could 
serve no good end for the commercial produc- 
tion business, for the business sponsor of a 
picture does not wish to buy things whose cost 
cannot be gauged accurately in advance. 

On the other hand, seeking to avoid this ex- 
travagance, Government has bought production 
on a competitive price basis which proved 
equally unsatisfactory because they got pictures 
that were cheap in every sense of the word. 

The new contract formula stated by the 
U. S. Office of Education has another aspect 
that should be most helpful to the business of 
commercial production. The new contract spe- 
cifies financial responsibility. A producer must 
be able to prove his responsibility. If a pro- 
ducer cannot demonstrate ability to complete 
a program without help, the Government re- 
serves the right to reject the bid. The Govern- 
ment does not look with favor upon irrespon- 
sible free lances. It knows that commercial 
sponsors have frequently had the experience 
of finding their productions at some advanced 
stage where the free lance ran out of funds, 
and the only way they could save their invest- 
ment was to finance out of trouble the adven- 
turer who could not live up to his promises. 

PERMANENCE IN STAFF AND FACILITIES 

This Government contract formula leads to 
the inevitable conclusion that producing or- 
ganizations are dependable if they have perma- 
nent staff facilities, people who are trained as 
part of an existing and continuous organization, 
not units created in haste and hurry with the 
sponsor’s money and on the sponsor’s time. The 
new contract also provides that the producing 
unit have ample and abundant facilities—mean- 
ing cameras, sound equipment, lighting, direc- 
tors and all the necessary professional help. It 
stresses that the professional help must be of 
indubitable professional quality, and that the 
equipment and facilities must be sound and 
well-maintained. All comers were permitted to 
bid but in doing so they represented that they 
were truly qualified with working capital, 
owned facilities, staff personnel, and by experi- 
ence. (Ed. note: such representations seem 
to have been accepted at face value in this first 
transaction. Because of the exigencies of na- 
tional defense it was felt that reliance could be 
placed on the patriotism of all bidding.) The 
bidders must be able to show that they had pro- 
duced at least ten pictures of the same general 
character and quality as those defined by the 
specifications. 

With the specifications came synopses cover- 
ing five typical pictures, to serve as a basis for 
estimating costs. To steer clear of the pitfalls 
of competitive scenario writing, which so often 

(Please turn to the next page) 
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has lead to mere typewriting contests without re- 
gard to relative ability to actually produce, 
each bidder was required to write instead a 
production treatment-outline of one of these 
five pictures, this outline to specify the number 
of scenes, the total number of camera angles, 
the amount and type of animation, sound, com- 
mentary, and dialogue. 


Treatment had to be formulated according 


to pedagogical technique. Two basic camera 
locations were specified. The contractor was 


required to direct and produce; to furnish 


commentators and actors, sound effects and 


other details. He had to deliver a completed 
job. Each bidder was required to represent that 
he possessed ample net liquid working capital 
And each bidder 
was required to represent that his facilities 
were free from prior production claims by 
theatrical undertakings. 


and banking accommodations. 


Ficms Neepep Swirtty FoR DEFENSE 


“We consider the experience novel,” declared 
Dr. C. F. Klinefelter. “The whole episode is 
unique. The bid-invitations and the process of 
finding the formulae for the bid-invitations is a 
departure from the usual. The whole experience 
is an effort to secure a meeting of minds on a 
basis of sincerity, integrity and complete hon- 
esty. We gathered in our conferences preceding 
the formulation of the specifications, and we 
cut through the conventional surface and got 
down to essentials. We sought to make films 
swiftly for the national defense, we sought to 
make good films, and we sought to make films 
that would do exactly what was needed: teach. 
Also we sought to make films without wasting 
money, but at the same time without mulcting 
the manufacturer who produced the film. We 
could, of course, have drawn up the usual 
iron-clad contract, the sort of contract that 
gets the absolute maximum performance for an 
absolute minimum of expense. 


Common IpEAL OF PATRIOTISM 


“But as we sat around the conference table 
it became quite apparent that the representa- 
tives from the motion picture industry were 
animated by exactly the same ideals of honesty, 
sincerity, integrity and patriotism that possessed 
the rest of the members of the conference. They 
gave the best that was in them, their best 
thought, their most disinterested counsel, and 
their knowledge and professional talent. We 
learned naturally and openly that it would 
not be good sense to invite the lowest bids on 
the basis of price. We learned that the business 
of producing films would respond better, for 
itself and for us, if we frankly put the problem 
this way: given a certain amount of money 
we can spend, what can you give us? And the 
bid-invitations, the specifications, were devised 
along those lines. You will notice that the bid- 
invitations specify we can spend so much for 
this kind of film, and that we might spend so 
much for that. This formula was the fruit of 
the completely unanimous thought of the rep- 
resentatives of the motion picture business, of 
the U. S. Office of Education, and of the Pro- 
curement Division of the Treasury; and I am 
glad to say that the representatives of the Pro- 
curement Division, men who are used to all the 


twists and turns of hard-boiled business buying, 


were just as enthusiastic about the formula as 
the least business-like in the group. 


First Pictures in Propuction 


“I am frank to say we must still regard the 
incident as an experiment. It is obviously an 
experiment in a new way of doing business 
as well as in devising new specifications for 
the making of a motion picture film on a pure- 
ly commercial basis. No experiment emerges 
from the realms of trial until the product is 
finished. We are now finishing only the initial 
step in the experiment. We are making the first 
two sets of five pictures each, and these will 
constitute the first ten of the series of 30 films. 
These first pictures in themselves are an ex- 
tremely important link in the experiment. What 
Mr. Brooker and Mr. Barritt are now doing in 
Detroit and New York City, with the help of 
an advisory council of teachers in each of these 
cities, will give us the test tube for the rest of 
the series. 

“We will take these first pictures and go over 
them with a fine-tooth comb for the bugs. We 
will not primarily look for motion picture flaws. 
We are quite sure the technology of produc- 
tion will be fine. The bugs we propose to 


hunt down are the mistakes of pedagogy. 





the mistakes of psychology, the errors of ma. 
chine shop mechanics. We know that the mo. 
tion picture producers will give us the best 
and the most we can buy for our money. What 
WE must do is to make certain that we also 
are providing the best that is in us and our 
associates. 
EXCELLENT TECHNICAL STAFF 

“I think we are particularly fortunate that 
Mr. Floyde E. Brooker, our visual education 
specialist, has the valuable help of Mr. J. W, 
Barritt. Mr. Barritt is an expert mechanic spe. 
cialist who knows a machine shop, and the 
work of the people in a machine shop, as well 
as the motion picture producer knows the field 
of films and cameras and shooting angles. Mr. 
Barritt has written textbooks on the subject 
that are standard and respected in several coun- 
tries. And I think he has the natural instinet 
of the teacher. We are very fortunate, also, 
in having the advantage of the counsel of Mr. 
Clarence O. Sayler, Purchasing Officer and Com. 
modity Group Chief, of the Procurement Divi- 
sion. He has helped us through all the early 
stages of conference and study, and he has 
largely been responsible for drafting the spe- 
cifications which have been found to be so 
satisfactory in crystalizing the work.” 








submit acceptable evidence thereof. 


and industrial motion picture making. 








PRODUCER QUALIFICATIONS AS OUTLINED 
IN THE VOCATIONAL FILM SPECIFICATIONS 


4. FINANCIAL RESPONSIBILITY 
The bidder shall have ample net liquid working capital and banking accom- 


modations in the name of his contracting company, and will be required to 


5. STUDIO AND EQUIPMENT; 


The bidder must have under his command, either by rental or ownership 
studio facilities adequate for the production he undertakes, and these facilities 
must be engaged under the terms and conditions which give the purchaser pro- 
tection from the intervention of any priorities of theatrical undertakings, radio 
engagements or other conflicting interests. 


camera, lighting and sound equipment in current use and good maintenance. 


6. PRODUCTION STAFF 


The bidder must have at his immediate command a permanent staff consisting at 


least of production heads of the various departments involved in educational 


7. EXPERIENCE 


The bidder’s personnel must be qualified by previous experience with work of 
the general character undertaken and with the special techniques required, for 
the particular responsibilities which they will be called upon to assume. The 
bidder must have had continuous experience in the business, during which time 
he must have produced at least ten motion pictures satisfactory to the purchasers 
that were of the general type and character of the work required by this invitation. 
Such experience is essential if product quality is to be maintained and production 


is to be scheduled in a way to assure full and satisfactory delivery on time. 


Such studios must be supplied with 
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@ Havinc PRODUCED one of last 
year’s outstanding commercial film 
attractions in the stellar-cast, enter- 
taining sound motion picture fea- 
ture Blame It on Love, the Hotpoint 
Company has blazed a new trail in 
the industry by undertaking a per- 
sonal interview survey 
women members of audiences who 
saw the picture under local retailer 
auspices last fall and winter. 

The survey was undertaken un- 


among 


der the direction of the sponsor’s 
agency, Maxon, Inc., whose Chicago 
vice-president, Mr. L. J. Sholty, 
supervised both production and dis- 
tribution of the picture. Following 
the agency's experienced procedure 
in previous surveys, the interviews 
were laid out on a carefully pre- 
arranged pattern, calculated to 
bring the most accurate results on 
a variety of subjects presented in 
a total of four hundred interviews. 
Resutts Exceep Expectations 

Results far exceeded any previ- 
ous expectations. One hundred in- 
terviews were made in each of four 
carefuly selected towns where no 
previous local advertising had been 
featured to any degree. A mini- 
mum of three and, in at least one 
instance, four months had elapsed 
since the showings of the picture. 
Yet 24.2% remembered the title 
of the film; 88.8% said that they 
liked it; and 34.6% answered af- 
firmatively to the statement “It 
made me feel that some day I 
would like to have a Hotpoint 
range!” A significant added factor 
was the 1.2% who were actually in- 
fluenced to buy a Hotpoint range. 

A final and conclusive result is 
contained in the percentages which 
afirm the retentive value of motion 
picture selling. To the query 
“What was the name of the range 
featured in the picture?” 60% cor- 
rectly responded with the name 
Hotpoint. Eight other brands ac- 
counted for only 5.2%, while 
34.5% said “don’t know.” This was 
considered a highly important ques- 
tion. Three months after having 
seen the picture, a high percentage 
of the audience could name the 
product. 

ComparReD TO READER SURVEYS 

One of the most significant fea- 
tures of the survey made on the 
Hotpoint film was in determining 
audience opinion, as well as_re- 
action. Reader surveys of advertis- 
ing give some indication as to the 
number of people who saw and 
read the copy but such surveys do 
not give any indication of the re- 
action or opinion of the readers. 
It is entirely possible to have an 
advertisement show a high reading 
and still not build good will for 
the company. 

In the case of commercial films 
it is even more important that the 
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A COMMERCIAL FILM AUDIENCE SURVEY 


1. Do you remember the title of this picture? 


Newark, Culver City, River Rouge, Portland, 

Ohio California Michigan Maine Total 

No. % No. % No. % No. % No. % 
;. Ie rom : .. 19 19.0 20 20.0 15 15.0 43 43.0 97 97.0 
. . 81 81.0 80 80.0 85 85.0 57 57.0 303 75.8 
TOTAL 100 100.0 100 100.0 100 100.0 100 100.0 400 100.0 

TITLE REMEMBERED 
Blame It on Love . 9 9.0 7 7.0 40 «640.0 56 4 =:14.0 
Something About Love cy 9.0 11 11.0 4 4.0 3 3.0 27 6.7 
Others ......... < a 1.0 4 9.0 4 4.0 14 3.5 
TOTAL 19 19.0 20 «20.0 15 15.0 43 43.0 97 24.2 
2. Did you like the picture? 
Newark, Culver City, River Rouge, Portland, 

Ohio California Michigan Maine Total 

No % No. % No. % No. % No. % 
be 95 95.0 79 8679.0 82 82.0 99 8699.0 355 88.8 
Moderately so ........ 5 5.0 19 19.0 16 16.0 1 1.0 41 10.2 
_ aes ~ in 2 2.0 2 2.0 4 1.0 
TOTAL . ee" 100 100.0 100 100.0 100 100.0 100 100.0 400 100.0 

. 


3. What other products were featured in this picture? 


Newark, Culver City, River Rouge, Portland, 

Ohio California Michigan Maine Total 

No. % No. % No. % No. % No. % 

Refrigerator annem 69 §=69.0 69 69.0 85 85.0 7 7.0 290 72.5 
i 10 10.0 7 7.0 7 7.0 48 48.0 72 18.0 
Washing Machine ‘ 3 3.0 s 8.0 11 11.0 45 45.0 67 16.75 
| ST a 9.0 40 «6440.0 3 3.0 1 1.0 53 13.25 
Water Heater ...................... 12 12.0 16 16.0 6 6.0 16 16.0 50 12.5 
Dishwasher —............ — 5.0 5 5.0 6 6.0 32 32.0 48 12.0 
Roaster ........ ecient 4 4.0 1 1.0 10 10.0 _- 15 3.75 
TED | seeeecemnencinases 2 2.0 8 8.0 2 2.0 - 12 3.0 
Coffee Maker idiaeiiiends:. A 28 2 2.0 — 4 1.0 
Phonograph-Radio . - 3 3.0 - 3 75 
Waffle Iron satitaeiliibihiiadi - 2 2.0 - — 2 5 
CGleck ......... Rs emntedeits _ - 1 1.0 1 -25 
TS Sa — . 1 1.0 - i 25 
i RES 28 28.0 18 18.0 11 11.0 3 3.0 60 15.0 

Includes Multiple Answers. Number of Respondents—100%. 
ESTIMATED AGE OF HOUSEWIFE 
Newark, Culver City, River Rouge, Portland, 

Ohio California Michigan Maine Total 

No. No. % No. % No. % No. % 
21 to 31 years.............. 16 §=16.0 16 §=16.0 22 22.0 20 8=620.0 74 8618.5 
31 te 40 years...................... 23 23.0 48 48.0 25 25.0 56 56.0 152 38.0 
Over 40 years eulnesreiipansic a 61.0 36 36.0 53 53.0 24 24.0 174 43.5 
EE 100 100.0 100 100.0 100 100.0 100 100.0 400 100.0 


Summary of Above and Other Questions Asked 


14.0% of the 400 women interviewed in 
February, 1941, could recall the correct title 
of the motion picture they had seen several 
months before when it was sponsored by 
their local utility or appliance dealer. 

An additional 6.7% knew the title was 
“something bout love,”” but could not recall 
the correct title. 

An additional 3.5% said they knew the cor- 
rect title of the picture but when questioned 
further, gave answers which indicated they 
had forgotten the name of the motion pic- 
ture. 

88.8% of the women interviewed said they 
“liked” the picture. 10.2% said they liked 
the picture “moderately so.” Only 1.0% did 
not like the picture. 

Of the women interviewed, 60.3% knew the 
Hotpoint Range was featured in this pic- 
picture. 34.5% said they “didn’t know.” 
Of the check list of five statements pur- 
ported to best express the effect the picture 
had on the audience, the statement, “‘it 
convinced me that electric cooking is the 
easy, modern way to cook,” was cited by 


36.6% of the women interviewed. The state- 
ment, “it made me feel that someday I'd 


like to have a Hotpoint Range,”’ was cited 
by 34.6% of the women interviewed. 


72.5% of the women interviewed knew Hot- 
point Refrigerators were also featured; 
18.0% said Ironers were also featured; 
16.75% said washing machines were also 
featured; 13.25% said Mixers; 12.5% said 
Water Heaters; and 12.0% said Dishwashers 
were also featured. These products, other 
than the refrigerator, were not mentioned 
in the picture. 


If they were buying a new range today, 
65.0% said they would buy an _ electric 
range. 


Of those who would buy an electric range, 
57.7% said they would buy a Hotpoint. 
36.0% said they didn’t know what make of 
electric range they would buy. When asked 
what different makes of electric ranges they 
could name, 75.3% said Hotpoint; General 
Electric, Westinghouse and Frigidare were 
other makes mentioned. 


43.5% of the women interviewed were over 
40 years of age; 38.0% were between the 
age of 31-40 years; 18.5% were from 21-30 
years of age. 





audience like your efforts because 
the impressions people carry away 
are long lasting. The Hotpoint 
folks had heard favorable reports 
on their movie Blame It on Love 
from the field, from their dealers, 
from many of the customers. They 
were vitally interested in knowing 
what the public as a whole thought 
of the picture. 


CareruL Patrern Usep 

Merely to ask questions, the com- 
pany and their agency, Maxon, Inc., 
did not feel would give them all 
the answers they sought. A pattern 
for the survey was laid out by the 
agency and approved by the com- 
pany. Towns which represented 
various conditions as far as Hot- 
point is concerned were selected as 
the test cities. One city was in the 
midwest. It represented a territory 
in which Hotpoint products had 
enjoyed active promotion for years. 
Another town on the west coast was 
selected because Hotpoint electric 
ranges had only recently been 
“plugged” to the public. Other 
towns were selected for other rea- 
sons. 

Answers Were CHECKED 

Note in the line up of questions 
how the respondents’ answers were 
checked by other questions. These 
questions were asked of known 
members of the audience. There was 
a lapse in time of three months be- 
tween the time the women saw the 
picture and the time they were in- 
terviewed. No recall aid or name 
identity was used to prompt the 
interviewee. She was qualified by 
a question which proved that she 
had attended the showing of the 
picture sponsored by a retailer. 

The picture was produced last 
year in the West Coast studios of 
Wilding Picture Productions, Inc., 
under Mr. Sholty’s personal super- 
vision. Showings to women-pros- 
pect audiences were held nationally 
under dealer auspices. — O.H.C. 





Field of Survey 


This survey was conducted by 
the personal interview method 
among women who attended 
showings of the motion picture, 
Blame It On Love, when it 
was shown in the cities of: 


Newark, Ohio 
Culver City, Calif. 
River Rouge, Mich. 
Portland, Maine 
Interviews were obtained with 
100 women in each of the above 
cities. 
The motion picture was spon- 
sored by the following Utility 
or Dealer: . 
Newark, Ohio. Ohio Power Co. 
Culver City, Calif. Benson 
Electric Company 
River Rouge, Mich. Great 
Lakes Appliance Company 
Portland, Maine. Cumberland 
County Power and Light 
Company 
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Note: General listing includes 
films primarily intended for dealer 
showing with sales training of re- 
tail salesmen; a secondary purpose. 


Burtpinc Srore Trarric Into IN- 
CREASED SALES— National Dairy 
(Sealtest). 117 frames. Purpose: 
Dealer sales tips based on nation- 
al advertising power. Shown to 
retailers by Sealtest repr. (Atlas) 





By Porputar Request — Kelvinator 
Leonard Refrigerators). 70 
frames. Purpose: Dealer training. 
Utilizing new color process; un- 
usual animation attracting spe- 
cial interest among dealers. (R.R.) 


CAUGHT BETWEEN THE QUESTION- 
Marks—The Massey-Harris Co. 
96 frames— Product and Sales 
Training. Subject: Product in- 
formation on the new _ small 
Massey-Harris “81” tractor, re- 
cently added to the line. Purpose: 
To tell the product story of the 
“81” tractor to Massey-Harris 
dealers and salesmen, and to pro- 
vide a selling tool for these men 
to show prospects. (A.S.) 


ConpDITION TRUCKS TO KEEP THEM 
Movinc— Ford Motor Co. 95 
frames— Dealer Development. 
Purpose: To explain the need for 
and the benefit of reconditioning 
used trucks for turnover. (A.S.) 


Druc History IN THE MAKING— 
Produced for the Pepsodent Com- 
pany on new product announced 
to the public in January 1941. 
Program was designed primarily 
to be shown to drug distributors 
as well as owners of drug stores. 
Bob Hope was utilized in this pro- 
gram as a tie-up between the na- 
tional advertising and this direct 
presentation to consumers. (Ps) 


MAKING SurE or SERVICE PROFITS— 
Minneapolis-Moline Power Imple- 
ment Co. 116 frames — Service 
Promotion. Purpose: To give the 
M-M dealers a practical plan for 
putting their service shops on a 
profitable basis. It shows all ways 
in which this can be done. (A.5S.) 


MEET THE CHAMP—Ford Motor Co. 
116 frames — Competitive Com- 
parison. Purpose: To acquaint the 
Ford selling organization with the 
superiorities of the Mercury car 
over price class competitors. (A.S.) 


Price CONTROL MEANS FLouR IN- 
SURANCE — General Mills. 189 





Part One: 1941 Annual 
Review of Production 
@ In these pages we begin the 
annual Business Screen survey 
of slidefilm trends; Part Two 
will enlarge the titles covered; 
it will also include special fea 
ture articles listed below with 
several added pages of charts 
and diagrams. Equipment will 
also be listed. Watch for: 
CHOOSING A PRODUCER 
SYNDICATED 
SALES TRAINING FILMS 
SAFETY EDUCATION 
COLOR AND YOUR 
SLIDEFILMS 







































A “packaged program” of auxiliary materials is Pure Oil’s ‘‘Raise Your Sights’’. 
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PRINTED MATTER CLINCHES THE SALE 


@ IN THis introductory prevue to 
the most complete slidefilm report 
we have been privileged to present, 
one trend is worthy of immediate 
mention: the sharp increase in sup- 
plementary printed material, study 
guides, manuals, film reviews, 
dealer mailing pieces, etc., which 
accompany the majority of types of 
sound slidefilms. 

To the advertising manager 
familiar with the creation of print- 
ed literature, the tremendous salv- 
age value in art work, charts, pic- 
torial materials, etc. employed in 
slidefilm production is most appeal- 
ing. Entire printed programs may 
be developed and the cost of both 
printed matter and slidefilms is thus 
considerably reduced. 

More of this trend as well as 
more complete data on programs, 
special reports on safety education 
and syndicated sales training will 
be contained in Part Two of this 
annual study to be included in the 
next number of Business Screen. 


A Model Slidefilm Program 


* One of the best illustrations of 
packaging a film program with aux- 
iliary materials needed to “make 
the program work” is the recent 
Raise Your Sights promotion de- 
veloped by the Sales Promotion 
Department of The Pure Oil Com- 
pany. 

Designed to sell Pure Oil dealers 
on the need for keeping better and 
more accurate records of their bus- 


iness, the program as produced by 
Associated Sales Company, Inc., 
contained the following items: 

A guide instructing Pure Oil rep- 
resentatives on how to hold dealer 
meetings; two films addressed to 
the Pure Oil representatives, one 
designed to dramatize their interest 
in getting the dealer to keep records, 
the other showing how to use the 
tools provided to sell the dealer on 
this idea; a complete set of new, 
simplified book-keeping forms for 
dealer use; a 16-inch instructional 
recording on how to make out the 
forms; a “teaser” card, suitable for 
mailing or hand-out, to drive home 
to the dealer his need for keeping 
complete books. The basic ingre- 
dients were the two slidefilms to be 
shown by the representative before 
dealers, one presenting the reasons 
why a dealer should keep records, 
the other showing him how to keep 
the records provided; a chart pre- 
sentation on the same general 
points, to be used with dealers who 
did not see the films and to close 
dealers who did; a booklet sum- 
marizing the entire program; con- 
trol forms to determine the atten- 
dance at each meeting, the number 
of meetings and the results. 

Commenting on its effectiveness 
in the field, William P. Marquam, 
Sales Promotion Manager for 
Pure Oil, reports: The Raise Your 
Sights program ranks among the 
most successful dealer promotions 
we have ever staged. 





frames. Dealer Training for re. 
tailer field. (Atlas) 


STRATEGY FOR SALES—General Mo- 


tors Truck & Coach. 94 frames— 
Product. Purpose: To announce 
to the GMC sales organization the 
new comfort that has been built 
into GMC trucks, and to show 
them how to cash in on this new 
feature. Auziliary Materials: 
Booklet reproduction for distriby. 
tion to dealers and salesmen. Pic. 
tures and copy used in GMC pro- 
motional material. (A.S.) 


THE CHANCE OF A LIFETIME—Taco 


Heaters, Inc., 117 frames. Pur. 
pose: To get across to master 
plumbers the advantages to the 
consumer of the Taco hot water 
system and how he can sell it in 
competition with other types of 
heating systems. (Vf) 


THE StTorRY OF THE SOUTHWIND— 


Stewart-Warner. 148 frames. Pur- 
pose: Steps in manufacturing op- 
eration, installation of heaters, 
Shown to dealers, distributors, 
jobbers. (Brobuck) 


WHERE ELSE CAN You Get Tuis 


Support?—RCA Manufacturing 
Co. 70 frames. Purpose: To 
show distributors the complete 
line of RCA power tubes, re- 
ceiving tubes, special purpose 
tubes, test equipment, amateur 
apparatus and radio receivers, 
pointing out how RCA gives the 
distributor complete assistance in 
sale promotion and through RCA 
they get developments first. (Vf) 








TRAINING SALESMEN 








BEHIND THE SCENES—Cook Labora- 


tories, Inc. & Antidolor Manufac- 
turing Co., 94 frames. Purpose: 
To get across to dental supply 
salesmen pertinent selling facts 
concerning the companies’ local 
anesthetics, with special emphasis 
on the quality and manufacturing 
processes. (Vf) 


It’s A Forp Truck YEAR— Ford 


Motor Co. 85 frames — Sales 
Training. Purpose: To acquaint 
Ford salesmen with the Ford 
truck and commercial car line for 
1941. Describes the opportunity 
open to Ford salesmen and ex- 
plains the products in detail. Au- 
xiliary Materials: Artwork and 
copy used in Ford promotional 
material. (A.S.) 


NATIONAL EAsy HOME LAUNDRY 


CLINIC — Easy Washing Machine 
Corporation, 58 frames. Silent 
Slide Film. Purpose: A quick 
sales presentation to get Easy re- 
tail salesmen to use a new sales 
idea and get across a more uni- 
form story on washing and wash- 
ers. (Vf) 


PARTNERS IN ProFITS—Tung-Sol 


Lamp Works, Inc. 62 frames. 
Purpose: To show jobber sales- 
men how to sell the retailer on 
the Tung-Sol franchise and ac- 
quaint retailer with what Tung- 
Sol has available to help him do 
a better selling job. (Vf) 


THE INsipE SToRY—Tung-Sol Lamp 


Works, Inc. 63 frames. Purpose: 
To acquaint jobber salesman with 
the detailed story of how radio 
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receiving tubes are made. Film is 

an integral part of a well-planned 

merchandising program to all job- 
ber salesforces. (Vf) 

VACATION BY TRUCK—Ford Motor 
Co. 121 frames—Sales Training. 
Purpose: To encourage Ford new 
car salesmen to sell Ford trucks 
and commercial cars, and to show 
them how to do it. Auziliary Ma- 

terial: Artwork and copy used in 

Ford house organ and truck bul- 

letins. A special follow-up book- 

let was released. (A.S.) 





SERVICE TRAINING 














AN OUNCE OF PREVENTION—Ethy] 
Gasoline Corp. 139 frames—Ser- 
vice Procedure Training. Subject: 
General information for the farm 
tractor owner about the things he 
must service on his tractor him- 
self. Emphasis was on the ser- 
vice of the tractor engine. Pur- 
pose: To provide service informa- 
tion to farm tractor owners and 
to indirectly build goodwill for the 
Ethyl Gasoline Corporation in the 
farm market. Auziliary Material: 
A large tractor service wall chart 
for distribution to the audience 
after the film was shown. (A.S.) 

Keep THEM ROLLING—General Mo- 
tors Truck & Coach. 103 frames 
—Combination Sound and Silent 
Service Training. Purpose: De- 
signed to show the importance of 
preventive maintenance to suc- 
cessful truck fleet operation. (A.S.) 


ROLLING WHEELS—General Motors 
Truck & Coach. 89 frames—Ser- 
vice Training. Purpose: To show 
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NASH SHOWMANSHIP 


@ WHEN YOU'VE INVESTED some 
$4,000,000 in developing a brand 
new product that you firmly be- 
lieve is the hottest thing of its kind 
on the market, you’d be a sluggard 
indeed if you didn’t try to give that 
product a running start in life. And 
that was exactly what Nash Motors 
Division had in mind last summer 
when the time approached to pre- 
sent the brand new Nash “600.” 

For a number of reasons, it was 
impractical to hold one big dealer 
meeting at the factory in Kenosha or 
the headquarters in Detroit. So the 
alternative, thought General Sales 
manager W. A. Blees, was to take 
meetings to the dealers. That meant 
a traveling show, playing from 
coast to coast. It meant, probably, 
the largest and most complete trav- 
eling convention that had ever been 
taken out by a manufacturer. It 
meant using showmanship at its best 
to achieve a business objective. 

So it was that early in June, 
through the facilities of Associated 
Sales Company, Inc., writers went 
to work building a show. Skits and 
playlets had to be written, speeches 
for Nash executives outlined, sets 
and scenery designed, actors hired 
and rehearsed. Novel ways had to 
be found to present understandably 

(Please turn to next page) 


Numper Five ¢ 194] 





the importance of service in keep- 
ing GMC trucks moving. (A.S.) 
THE APPLICATION OF SHEETROCK — 
30-minute program for United 
States Gypsum Company showing 
possibilities of Sheetrock used for 
re-modeling homes. Program was 
designed primarily to be shown to 
carpenter contractors, lumber 
dealers, and sales personnel of 
sponsor throughout country. (Ps) 





| PUBLIC RELATIONS 








BEHIND THE SCENES—Association of 
American Railroads. 189 frames. 
Purpose: To get across to rail- 
road and public groups the accom- 
plishments of the railroads from 
the standpoint of improvements 
in handling and planning in every 
phase of their operations. (Vf) 

BeTTeR Letrers—U. S. Dept. of 
Agriculture, Bureau of Agricul- 
tural Economics. 84 frames. Pur- 
pose: To teach various branch of- 
fices of Dept. of Agriculture how 
to write more informative letters, 
pointing out loss in time and ill- 
will engendered by poorly con- 
ceived letters. (Vf) 

GARDEN FOR DEFENSE — National 
Garden Bureau. 48 frames. Pur- 
pose: To show gardening pleas- 
ures, methods, etc. Shown to 
women’s clubs in connection with 
“All - American Home - Making” 
program. (A Kodachrome silent 
subject). Spinn & ‘Associates, pro- 
ducer). 

LOOKING FoRWARD—Social Security 
Board, 127 frames. Purpose: To 
explain to the citizen how the 
Social Security Act works for him 
and what his values are in it. A 
thorough explanation of benefits 
from the standpoint of the em- 
ployer and the employee. (Vf) 

PERFECT SHIPPING —Shippers Ad- 
visory Boards of the Association 
of American Railroads. 191 
frames. Purpose: Addressed to 
Shippers Advisory Boards com- 
posed of shippers, carriers and 
manufacturers to get across the 
importance of the proper contain- 
ers, proper packing and proper 
handling to effect an even better 
record in cutting losses in freight 
shipments. (Vf) 

(Additional listings next month.) 
KEY TO PRODUCERS: (A.S.) Asso- 
ciated Sales Co., Detroit; (Atlas) Atlas 
Ed, Film Co., Oak Park, Ill.; Brobuck, 
Inc., Chicago, Detroit, New York; (Ps) 
Photosound Div. of Sarra, iInc., Chi- 


cago; (R.R.) Ross-Roy, inc., Detroit; 
(Vf) Vocafilm, Inc., New York City. 





Prismacolor Prevues 
New Color Method 


@ Having been privileged to 
observe the several years of 
research and development 
which preceded our visit last 
month to the new laboratories 
and plant of Prismacolor in 
Chicago, we are the more im- 
pressed with the sincerity of 
this program which is now 
nearing the formal announce- 
ment stage. Prismacolor offers 
a new camera and projector 
which can produce and project 
a complete slidefilm in glowing 
natural color under black and 
white conditions of cost and 
speed. Within a few hours a 
subject may be screened in ac- 
curate color at economical cost. 
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WHERE CAN | USE SOUND SLIDEFILMS? 


Wide range of uses to which slidefilms may be put 
is revealed in this report on recent productions. 


HOME APPLIANCES MANUFACTURER 


1. 


2. 


3. 


Direct selling 

Sales Training in the Facts 
about Electric Ranges 
Explanation of Preparation of 
Foods with Electricity 


GRINDING WHEEL MANUFACTURER 


i. 
2. 
3. 


oe 


Direct selling 

Institutional Good Will 
Explanation of the Development 
and Present Manufacturing 
Processes Involved in making 
grinding wheels 

Proper Use of Grinding Wheels 
Safety in Using Grinding 
Wheels 


HEATING EQUIPMENT 
MANUFACTURER 


1. 
2. 
3. 


Direct Selling 

Information to Salesmen 
Explanation of Principles of 
Air Conditioning in the Home 


NEWSPAPER AND MAGAZINE SALES 
ORGANIZATION 


® 
2. 


Sales Training of Newsboys 
Explanation of Business Funda- 
mentals to Newsboys 


PAINT AND VARNISH 
MANUFACTURERS 


i. 


Training of Paint Dealers in 
use of Sales Helps Furnished 
by Sponsor 

Training of Painters and Con- 
tractors in Use of Decoration 
Suggestions Furnished by Spon- 
sor 

Explanation of Use of Color in 
the Home 


BUILDING MATERIALS 
MANUFACTURER 


1. 


2. 


3. 


Sales Training for Factory 
Sales Representatives 
Sales Training For Contrac- 


tors 


Sales Training for Jobber Sales- 


men 
Film Sales Convention Mate- 
rial to Standardize Program 
Material 

Trip through Plant to Show 
Standard’s Control 
Presentation of 
Program 
Presentation of Sales Plans 
Film Discussion Analyzing 
Prospects in Building Field 
Explanation of Proper Methods 
of Application of Products 


Advertising 


Mrr. oF Dry CLEANING SOLVENT 


1. 


2. 
3. 


Explanation of the Entire Pro- 
cess of Dry Cleaning 

Direct Selling to Housewives 
Sales Training of Dry Cleaning 
Route Salesmen 


Mrr. oF AUTO. SERVICE EQUIPMENT 


is 
2. 


Direct Selling of Equipment 
Discussion of Good Business 


Principles in Service Station 
Operation 
Explanation of Methods of 


Operating Equipment 
Training of Jobber Salesmen 


IcE CREAM MANUFACTURER 


1. 
2. 


Sales Convention on Film 
Presentation of Advertising 
Material 


Sales Training of Route Men 
and Salesmen 


POULTRY WHOLESALER 


i, 


2. 


Discussion of Egg and Poultry 
Procurement to Sponsor’s Buy- 
ers 

Explanation of Functions of 
Buyers 


AUTOMOBILE MANUFACTURER 


1. 


Discussion of Engineering Back 
of Sponsor’s Product Ad- 
dressed to Salesmen 
Discussion of Workmen and 
Factory Employees Back of 
Sponsor’s Product 


OFFICE EQUIPMENT MANUFACTURER 


1. 
2. 
3 

4. 


5. 


Institutional 

Direct Selling 

Explanation of Modern Busi- 
ness Methods 

Presentation of Entire Func- 
tion of this Sponsor’s Product 
Presentation of this Sponsor’s 
Products as Accessories to Mod- 
ern Business Machines—Ex- 
plaining how they work with 
the entire field of business ma- 
chines 

Selling office employees on the 
benefits of sponsor’s products 
Selling Management on the 
benefits of sponsor’s products 
Trip through sponsor’s plant to 
show greater care and exacting 
standards in manufacturing 
processes 

Explanation of proper methods 
for using sponsor’s products 


Foop RETAILING ORGANIZATION 


1, 


orm go pe 


10. 
11. 
12. 


. Sales training 


Trip through main office and 
plants to acquaint employees 
with their own organization—to 
better enable them to sell their 
retail customers 

Sales training 

Direct selling to housewives 
Institutional good will 

in overcoming 
the price objection 

How to handle the new cus- 
tomer 


. Explanation of using premiums 


in selling 

Instruction in the proper use 
of these premiums in the home 
for greatest advantage 

A pre-planned sales meeting to 
explain the goal of an anniver- 
sary year tc the scattered 
branches of this sponsor 

How to do waterless cooking in 
aluminum-ware 

How to prepare foods in china 
cooking ware 

The story of coffee, its growth, 
its roasting, and its proper 
preparation 


This summary courtesy of 
ucers 


Haig & Francisco, P 


























(Continued from the previous page ) 
such features as the body construc- 
tion of the new car, its type of 
spring “bed-in-a 
car,” and the “weather eye.’ 
Nash’s advertising agency, Geyer, 
Cornell & Newell, had an outstand- 
ing advertising program ready to 
break. That 
presented to the dealers in the most 


suspension, the 


program should be 


effective way possible so a full 
color movie was written and pro- 
duced. 

Music had to be arranged for 
and worked into the show. The- 
aters and hotels had to be engaged 
in 11 country. 
Every detail that faces the producer 
of a Broadway show going out on 


cities across the 


tour was met. And the show went 
on. 

Paced by snappy music, the first 
half was a dramatic buildup to the 
unveiling of the new car and an 
interesting description of its fea- 
tures by a Nash executive. The 
second half of the program included 
the advertising presentation in col- 
ored movies and the story of how 
to merchandise the car, done by 
means of dramatic skits. 


SpeciaL Disprays Featurep 

Following the afternoon show, a 
car display was held in separate 
quarters which also housed special- 
ly prepared displays on service, 
merchandising and business man- 
agement. Dinner time found the 
dealers at a banquet, unmarred by 
stodgy speeches but enlivened by 
some high grade Broadway vaude- 
ville acts. 

Starting in Cleveland on August 
26, the troupe including Nash ex- 
ecutives traveling with the show, 
played to large audiences of dis- 
tributors, dealers and salesmen in 
Boston, New York, Cincinnati, Chi- 


cago, Minneapolis, Kansas City, 
Los Angeles, Seattle, Dallas and 
Atlanta. Thirty troupers spent 
nearly six weeks on the road. Two 


pullmans and a baggage car were 
chartered to carry cast, directors, 
stage crew and scenery, and equip- 
A fleet of 


trucks was used in each city for 


ment across the country. 


hauling between baggage car and 
theater. 


The dealer's banquet winds up 
a fast moving Nash convention. 








TRAINING MEN IN INDUSTRY through improvement of the foreman’s technique 
is accomplished in the six Vocafilm-produced Supervisory Relations sound slide- 
films described below. 


FOREMAN TRAINING SLIDEFILMS 


@ THERE HAS BEEN a long-felt need 
on the part of management for a 
workable, standardized approach to 
the problem of training supervisors. 
This is because most foremen find it 
hard to apply in their daily work 
them. 
They are not by nature students, 


the knowledge available to 


nor are they experienced in trans- 
lating theory into terms of practical 
action. 

N.A.M. ComMMITTEE ADVISES 


for an im- 
proved method in supervisory train- 


To meet this need 
ing, an initial series of six sound 
slide films was prepared by the 
Vocafilm under the guidance of an 
Advisory Committee of the Na- 
tional of Manufactur- 
ers. These films are based on case 
situations, 
plants of all types throughout the 
country. Each film 
vital problem in supervisory rela- 


Association 


history common _ to 


represents a 


tions dramatized in terms of authen- 
tic shop conditions which enables 
the foreman to translate compli- 
cated book-theory into man-to-man 
action in terms of Tom and Dick 
and Harry. 

Let’s just see what has happened 
these 
films into supervisory conferences, 


since the introduction of 


according to reports recently 
brought to the attention of Busi- 
NESS SCREEN’S editors. One Chief 
Engineer of a large plant says: 
“There is no question of a doubt 
that Supervisory Relations Films 
have not only saved time in getting 
practical discussion under way, but 
have made it possible to maintain 
interesting and worthwhile discus- 


sions. We were never able to main- 


tain these discussions for any 
length of time without the use of 
slide film lectures, and if, and when 
we did discuss facts, they varied so 
greatly all over the lot that we got 
little, if any, value out of them. 

The films seem not only to reach 
certain men that we couldn’t reach 
before, but the pictures seem to 
make an indelible impresison upon 
their minds, and it gives them a 
basis upon which to associate pic- 
tures with certain ideas. I say this 
because during the discussions you 
will hear a refer to 
an incident by referring to the pic- 
ture. The one advantage that this 
method of training has over any 
other method of lecture is that it 
really comes down to earth and 
deals with problems and experi- 
ences in everyday life.” 


supervisor 


Tuese Susjyects Do THe Jos 

A personnel director has this to 
say “The film actually seem to 
reach inside a man and tell him 
that he has been doing wrong, if 
such is the case; or, on the other 
hand, if the foreman has been fol- 
lowing the corect principles, it gives 
him a feeling of self-satisfaction to 
know that he has been doing the 
proper job.” 

Another plant manager says: 
“We believe that the films reach cer- 
tain men who could not be reached 
by lectures or printed matter. The 
fact that they can see specific ex- 
amples in their own language of the 
shop helps the men tremendously.” 

That each film savors of the shop 


is no mere coincidence. The series 





was exposed to criticism of many 
groups of supervisory experts, both 
before production was launched and 
after its completion; thus the films 
had made good under fire even be. 
fore the first showing in the field, 
Six FicMs IN THE SERIES 

The six films in the series The 
Foreman as an Executive, The Fore. 
man as a Teacher, The Foreman as 
a Leader, Letting the Men Know 
Where They Stand, The Reprimand, 
and Handling the Grievance, con. 
stitute a course in human relation- 
ships applicable to all sorts of ae. 
tual shop conditions. The Foreman 
is well able to see the films and ex. 
claim “Why, that might be me!” 
Although the films in the order 
given above are designed to form a 
consecutive series in which one sub- 
ject naturally leads into another; it 
is not necessary that they be used 
in any particular order, for each 
film is an entity unto itself. Each 
film is fifteen minutes in length and 
is accompanied by discussion manu- 
als for the use of the conference 
leader, bibliographies listing perti- 
nent matter, and 
notebooks for the foreman contain- 
ing reminders of the points brought 
out in the film. 


supplementary 


C. |. T. Safety Foundation 
Announces Film Award 


@ THREE awarps for outstanding 
effort and achievement in support 
of trafic safety during 1940, were 
announced on April 23 by the 
C.1.T. Safety Foundation. The win- 
ners were the Kansas City (Mo.) 
Safety Council for its motion pic 
ture Guilty, the radio program The 
Lone Ranger, and radio stations 
KMBC of Kansas City, Mo., for @ 
year-round record in support of 
trafic safety measures. 

Bronze plaques suitably inscribed 
are being presented to each winner 
by the C.LT. Safety Foundation, 
which has been making similar 
awards annually since its establish- 
ment in 1936 by C.1.T. Corporation, 
national automobile sales financing 
institution. 

The film Guilty was a drama em 
phasizing the consequences of neg-7 
ligence in driving. The picture 
shows what might have happened to 
a culprit in court for a minor ie 
fraction—he crippled for life, and 
his sister, with whose husband and 
son he lives, killed. All of the traf 
fic safety institutional motion pit 
tures produced in 1940 submitted 
for consideration with respect t 
the Foundation’s award, were 
judged, as in the past, by the Mo 
tion Picture Traffic Safety Com- 
mittee. This award was won the 
year before by the Cleveland Rail 
way Company for its motion pie 
ture You Bet Your Life. 
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S To pay for a two-ocean navy, a 90,000-plane 


air force, and 1,400,000-man army, appropria- 
tions of 24 billion dollars have so far been made 
by Congress. 

Up to February 1, 1941, the Federal Govern- 
ment had signed contracts with manufacturers 
and suppliers for 12 billion dollars worth of 
defense equipment and materials, ranging from 
bombs and battleships to zippers and mosquito 
netting. Other billions are scheduled to be 
spent by private industry for building and tool- 
ing new plants needed for defense production. 
Still other billions will be paid to officers, en- 
listed men, and draftees in the biggest peacetime 
army in this country’s history. 

What all this adds up to is an industrial boom 
of major proportions, the more spectacular per- 
haps because of its disproportionate impact on 
the industries and areas producing or capable 
of producing the materials necessary for na- 
tional defense. 

The boom in defense materials is more or 
less taken for granted. Less obvious, perhaps, 
but o} almost equal im portance is the effect of 
defense spending on the production and distribu- 
tion of consumers’ goods. For the billions paid 
to manufacturers of planes and ships and other 
defense materials will, for the most part, not 
come to rest with those manufacturers. but will 
be passed along in the form of wages and ma- 
terial purchases. The part paid out in wages 
will undoubtedly be spent—in large part—for 
everyday necessities and luxuries, and most of 
the amounts paid to raw material suppliers will 
be passed along as wages to the suppliers’ em- 
ployees. This vast sum will be supplemented 


by the payments to the armed forces, which are 
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largely free to be spent on other things than 
the prime necessities. 

To manufacturers and wholesalers of con- 
sumers goods, the answers to certain questions 
are of great importance. Where should adver- 
tising be increased? Where is additional selling 
effort likely to be profitable? Which customers 
should have their lines of credit lengthened? 

Six Bitiions in PuRCHASING PowER 
* An estimated total of 6 billion dollars of pur- 
chasing power (payroll) will be retained in 
those industrial areas now working on prime 
Government contracts. This, however, is no 
measure of the total defense boom, nor even of 
its total effect in those communities. 

Practically every manufacturer working on 
defense orders must spend a substantial part 
of his receipts for materials and parts produced 
outside his community. The significant part 
is what remains. 

If the Government’s efforts to encourage sub- 
contracting or “farming out” become widely 
successful, present published estimates of local 
purchasing power may become somewhat opti- 
mistic, for the business may be spread more 
widely into other communities. However, this 
possible shrapnel tendency—to break the pur- 
chasing power up into fragments—may be bal- 





Condensed from “NATIONAL DEFENSE and 
the Corner Store” a report by the Re- 
search and Statistical Division of Dun 
& Bradstreet Inc. and reprinted by special 


permission from March Dwn’s Review. 
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anced by two other factors. Increased wage 
rates, plus overtime and night-shift premiums 
may tend to concentrate in those skilled trades 
involved in final manufacture of guns, tanks, 
aircraft and other complex products. This in 
turn would tend to hold purchasing power at 
the point of prime contract. Secondly, press 
reports indicate a strong tendency for prime 
contractors to carry out their usual manufactur- 
ing processes in order to maintain quality con- 
trol or for other reasons. 

Of course not all consumer buying power 
goes for purchases at retail; perhaps one-quarter 
is spent on shelter and an additional small per- 
centage is withheld as savings. Moreover, not 
all types of retailer in a specific area can ex 
pect to benefit equally from an increase in con- 
sumer buying power in that area. Where wages 
are paid to temporary, imported workmen (as 
in the construction of an army cantonment), 
sales of day-to-day consumption goods such as 
food, beverages, and cigarettes will probably be 
stimulated more than sales of household and 
maintenance items such as electrical appliances 
and furniture. Men’s clothing can be expected 
to show a faster sales increase than women’s. The 
silk-shirt-and-champagne scheme of life for 
workmen, reminiscent of World War I, is said 
to have reappeared in some cities. Where in- 
creased payrolls represent higher weekly wages 
paid to the same (or somewhat larger) number 
of workmen as before, a broad range of house 
furnishings and appliances should respond to 
the increase more sharply than day-to-day con- 
sumption goods. 

Defense-originated buying power is not neces- 
sarily added buying power. Where a plant 
(OVER) 
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(Continued from the previous page) 
which formerly produced materials used by 
private industry or individual consumers trans- 
fers its facilities to defense production, its pay- 
rolls to defense labor will be offset to some un- 
known extent by a drop in private production 
wages. The amount of defense-derived buying 
power which displaces buying power previously 
resulting from production of civilian goods, and 
the amount which is a net addition to national 
or regional purchasing power, cannot be deter- 
mined from the data at hand. 

Perhaps the hardest problem to deal with is 
the question of timing. How long will it take 
before wage earners have received all the pur 
chasing power expected to flow from the de- 
fense orders awarded to a particular area? 
Without knowledge of the terms of each indi- 
vidual contract, this question cannot be answered 
with any degree of accuracy. However, in the 
absence of something better, composite averages 
for major types of contracts may be estimated 
from available information and used as rough 
rules-of-thumb. 





| ARMY TRAINING CENTERS | 





* Thousands of men every week pour into army 
training centers scattered all over the country. 
Many of these centers are on new sites where 
the neighboring communities have not previously 
enjoyed the education of having an army post 
in the vicinity, to say nothing of seeing the 
population of the county increase five-or ten-fold 
almost overnight. 

New training centers bring new purchasing 
power of three types into the surrounding com- 
munities: 

There is first of all the payroll which the 
draftees spend while off duty. A private in the 
Army receives a base pay of $21 a month during 
his first three months and $30 a month there- 
after. Though a private is encouraged to take 
out insurance and to send money home to de- 
pendents, it is safe to assume that a large part 
of his monthly pay will be spent in the Army 
camp and in nearby trading centers. 

Second is the pay of Army officers and the 
civilian personnel of the training centers, who 
are likely to bring families and make their 
homes in nearby communities. Officers’ pay 
ranges from $1,500 a year for a second lieu- 
tenant freshly commissioned up to $8,000 for 
a general, depending on rank and length of 
service. This is in addition to rent allowance. 

Third is tourist income spent by visiting rela- 
tives and friends of the men in camp. 


Drartees Spenpinc Is Larcest 


It seems almost certain that the first of these 
three types of purchasing power will be the 
most important in dollar volume and in its effect 
on the commercial life of neighboring towns. 

The buying power generated in Army training 
centers will differ somewhat in character from 
the purchasing power piped into industrial com- 
munities by defense orders. Increased industrial 
payroll means additional purchasing power for 
families in the community and the addition of 
new families of workers moving in. The effect 
on retail trade is direct and general. In such 
instances, it is reasonable to expect increased 
sales of clothing, house furnishings, and auto- 
mobiles as well as food and housing facilities. 
From the viewpoint of sales managers and 
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credit men, the trading center near an army 
cantonment has another set of meanings. Men 
on leave in nearby towns will be mainly inter- 
ested in immediate consumption: food, bever- 
ages (both hard and soft), tobacco, confec- 
tionery, movies, dance halls, barber shops, and 
billiard parlors. In addition, hotels, boarding 
houses, tourist camps, and restaurants should 
benefit from the influx of visitors. Thus the 
direct effect on retail trade will be less wide- 
spread than in an industrial center, but the 
prosperity of those trades which benefit directly 
will, in turn, filter through to some extent to 
other trades and improve the business tone of 
the entire community. 

Information regarding the number of men 















at these posts has been released by the Govern. 


ment and has appeared in various publications.* 

The nearest towns can ordinarily expect the 
most trade; but distance is not the sole measure, 
since good roads and public transportation fa- 
cilities are important factors. Towns large 
enough to offer such facilities as motion picture 
theaters will have an advantage over small vil. 
lages whose merchandise assortment may be less 
complete than that of the Post Exchange at the 
nearby training camp. 





* “List of Larger Army Posts, Camps, and Stations. . .” 
U. S. Army Information Service, New York City; “National 
Defense Bulletin No. 25," Chamber of Commerce of the 
United States, Washington, D. C.; Advertising & Selling, 
January, 1941; Editor & Publisher, February 22, 1941. 


SLIDEFILMS for %e RURAL MARKET 


by F. E. Christen, Sales Promotion Manager, Allied Mills, Inc. 


@ WHEN we first decided to use sound slide- 
films at Allied Mills, Inc., we naturally wanted 
a film of which we could be proud, and one 
that would get results. We decided, therefore, 
to select a professional producer. This seemed 
just as logical as going to a druggist to have 
a prescription filled, or as retaining an adver- 
tising agency. 

Now that our first slidefilm, Making Cows 
Pay, has been in use about eight months, we 
can say that the results to date have been far 
beyond our expectations. I do not believe we 
have ever offered a sales help to our men that 
has met with more universal approval than this 
program. We now have 54 projectors in use, 
all of which were paid for by the salesmen out 
of their own pockets. 


A Wie Rance or Propucts 


The very extent and diversity of our line 
of products made it difficult to know just where 
to start in planning our first film. Allied Mills, 
Inc., manufactures a complete line of livestock 
and poultry feeds in ten large plants, located 
in various parts of the country. Our main line 
of products consists of Wayne feeds. Farmers 
all over the United States have used Wayne 
feeds for many years. 

We chose our calf and dairy feeds as the 
subject of our first film. In planning the film, 
we kept three major objectives in mind. First, 
in keeping with our general policy, we wanted 
a merchandising medium that would serve as a 
definite benefit to our customers and prospective 
customers. We wanted it to do more than mere- 
ly play up the quality of our feeds as a reason 
why feeders should buy them. We wanted to 
tell farmers how they could make more money 
by adopting a scientific feeding program. With 
this accomplished, we could then present facts 
in the film to prove that Wayne feeds provide 
an economical basis for such a feeding program. 


Matertat GenuineLy Userut To FEEDERS 


As indicated by the title, Making Cows Pay, 
the film accomplished this first objective. Feed- 
ers have been enthusiastic about the information 
presented. One reason, of course, is that the 
material itself is scientifically accurate and 
presented objectively. Another reason is that 
in the slidefilm it is easily and quickly under- 





stood. The dialogue story treatment into which 
the skeleton subject matter was skillfully woven 
by the producer’s creative staff, holds the in- 
terest of the audience remarkably well. 

Secondly, we wanted a film that would help 
our dealers. It does this in two ways. It gives 
the dealer a clear-cut, comprehensive under- 
standing of the Wayne products he is selling. It 
gives him a strong sales story to use, and makes 
him enthusiastic about pushing Wayne feeds. 
Also, since he is partly responsible for the 
farmer’s seeing a film which is helpful to him, 
the dealer benefits by the good will so created. 

Thirdly, the film should benefit our own sales 
representatives. This it does by giving the rep- 
resentative a better understanding of the organ- 
ized selling story of Wayne products and thus 
a stronger, more effective sales story to present 
both to the dealer and to the farmer. In co- 
operation with the dealer, the salesman puts 
on the show before groups of farmers, and both 
dealer and salesman benefit. 


Serves A Turee-Fo_p Purpose 

Thus the slidefilm serves a three-fold pur- 
pose: (a) as a direct sales tool; (b) as a dealer 
help, and (c) as a sales training medium. 

One of the factors which concerned us most 
when we first considered sound slidefilms was 
the reaction of our sales representatives. Would 
they use a film? Would they go to the trouble 
of taking the projector in with them when call- 
ing on dealers, especially dealers they’d known 
for years and called by their first names? 

The results speak for themselves. They are 
reflected in the attitude of our men. We have 
made it a point not to solicit formal statements, 
and the following comments were sent in volun- 
tarily. They are just a few of the many en- 
thusiastic remarks we have received. They are 
not “office” opinions. They are from men out 
on the firing line: 

“This picture is the most effective merchan- 
dising help we have ever had. While it 
definitely helps to make sales, the effect 
it has had on me as a salesman has been 
well worth the cost.” 


* * * 

“The value of this slidefilm is so outstand- 
ing that it is rather difficult for me to ex- 
press my appreciation in writing. It gives 
dealer employees the information effective- 


(Please turn to page 23) 
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A COMPLETE NEW SERIES OF EDUCATIONAL SLIDE- 





FILMS NOW AVAILABLE FOR PILOT TRAINING 


@ ANSWERING THE NATION’S CALL for assistance 
in speeding up the training of hundreds of thou- 
sands of young men as pilots, a new and com- 
plete series of basic lessons in the science and 
rules of flying and the mechanics of the air- 
plane has just made its appearance. Years of 
skill gained through cooperation with industry 
in conducting visual technical training classes 
for adults have been applied to the pilot train- 
ing problem with great advantage to America’s 
national defense program. 

This new Pilot Training Kit-set of 24 educa- 
tional slidefilms, produced by the Jam Handy 
Organization, is expected to step up materially 
the pace of ground school instruction and aid 
in overcoming the nation’s shortage of civil 
pilots. 

Not only is the pilot’s film course here for 
the duration, but, the crisis over, it will con- 
tinue to create more and yet more private pilots 
for the auspicious days of peace to follow, when 
the airplane is expected to be almost as com- 
mon as the automobile now is. 

The new Pilot Training Plan is the first 
step-by-step pictorial explanation that has been 
made of the subjects making up a ground school 
curriculum. Each one of its 24 educational 
slidefilms deals with a different aeronautical 
topic. In these slidefilms—or strips of still 
pictures with explanatory comments in type— 


one picture follows another in the logical order 
necessary for the development of that particular 
subject and the student’s understanding of it. 

The Pilot Training Kit-set is the direct result 
of a series of conferences between members of 
the producer’s organization, flight operators, 
and college Civilian Pilot Training Program 
coordinators. These men, entrusted with the 
task of training flyers, felt that a visual course 
would make a contribution to pilot training. 


At the time these conferences were concluded 
the text books and the instruction program of 
the Civilian Pilot Training Service of the Civil 
Aeronautics Administration were being revised. 
The men who were planning and writing the 
new program cooperated to the extent of giving 
the writers of the slidefilm course access to the 
notes, outlines, and galley proofs of the new 
Civilian Pilot Training Program ground school 
course. They also gave constructive help and 
suggestions in the treatment and planning of the 
material that went into the slidefilms. 

With the new CPTP course as feundation and 
source material, the slidefilm training subjects 
were written and produced. The slidefilm writers’ 
task was to give picturized or diagrammatic 


form to all information essential to pilot train- 
ing that would lend itself to visual presentation. 
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History of flight and early attempts leading The development of aviation from the World 
to the first successful flight. War to the present. 
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Need for centralized regulations Types, Responsibility of the pilot, his ratings and 
classes and limitations of aircraft certificates limitations. 
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General air traffic. Right of way. Minimum The use of radio and other means of con- 
altitudes for flight. Weather minimums. trolling the flow of traffic around airports. 
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Wing sForces 
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Pressures on an airfoil. Airfoil characteristics. Lift, weight, thrust and drag acting on the 
airplane. Balance. Control surfaces. 
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A Film Training Course Based on the Official 
Ground School Material of the Civilian Pilot 
Training Program and Approved by the 
Civilian Pilot Training Service of the C.A.A., 


(Continued from the previous page) 


These writers did research work 
on everything available in the fields 
of aerodynamics, meteorology, navi- 
gation, and aviation history, in or- 
der to give additional authority 
and background to their course. 
For visual presentation, they 
worked out new ways of showing 
what happens when air flows over 
a wing, of illustrating the effect 
of the various forces acting on an 
airplane. and they developed a new 
simplified technique for teaching. 

Aeronautical engineers, meteorol- 
ogists, flight instructors, and pilots 
with a background of specialization 
in visual training supervised the de- 
velopment of the new course in the 
Detroit studios. Members of the 
Civilian Pilot Training Service 
helped to check the scripts as they 
were written. 

Finally, the completed slidefilms 
were submitted for approval at 
Washington, and for more than two 
weeks experts of the Civilian Pilot 
Training Service studied and checked 
the films. Their revisions were in- 
corporated in the completed work. 
Authority was given to describe the 
pictures as “a film training course 
based on the official ground school 
material of the Civilian Pilot Train- 
ing Program and checked and ap- 
proved by the Civilian Pilot Train- 
ing Service of the Civil Aeronautics 
Administration.” 

There are exactly 1.724 photo- 
graphs. diagrams. and drawings in 
the course, which explain things 


a pilot needs to know about his air- 
plane, the air in which it flies, and 
the ground over which it travels, 
They contain the bulk of the neces- 
sary knowledge on civil air regu- 
lations, navigation, and meteorology 
—the subjects on which a private 
pilot must pass a written examina- 
tion. The course also covers air- 
craft engines, aerodynamics, in- 
struments, and parachutes, sub- 
jects all pilots must understand, 
but upon which a private pilot is 
not usually examined. 

The pictures give a graphic illus- 
tration of such problems as how 
lift is created, what makes an air- 
plane stable, what is meant by 
power loading and wing loading. 
They explain magnetic variation. 
They show the inner workings of 
flight instruments. They teach the 
principles of carburetion and en- 
gine operation. They set forth the 
new radio procedure at control air- 
ports. They give a pilot’s eye view 
of aerial trafic and show weather 
in the making. 

These pictures are projected on 
a screen as the instructor reads 
aloud from the films, calls attention 
to important details and elaborates 
upon any points he wishes. The 
slidefilms are not aimed to replace 
the instructor, but rather to accel- 
erate the pace at which the average 
class can absorb the information. By 
virtue of the clarity and attention- 
compelling qualities of the film 
course it is expected to add appre- 
ciably to the students’ grasp of 
the information transmitted. 
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The aviation Kit-sets are already 
in use at the University of Chicago, 
Wayne University, Highland Park 
Junior College, University of 
Miami, the University of Detroit, 
Marietta College, Vanderbilt Uni- 
versity, Ohio University, Virginia 
Polytechnic Institute, Chicago Air 
College, Quebec Technical Institute, 
Newark College of Engineering, 
lowa State College, The Citadel, 
American International College, 
Central Washington College of Ed- 
ucation. Lake Forest College, Pur- 
due University, Estherville Junior 
College. Hutchinson Junior College, 
Sunflower Junior College. Drury 
College. Institute of 
Technology, University of Wyom- 


California 


ing. Western Union College. San 
Mateo Junior College, Agricultural 
and Mechanical College of Texas. 
Central State 
Miami University (Oxford. Ohio). 
University of California, Naval Air 
Jacksonville 
and Corpus Christi) Naval Air 
Training School. Jacksonville. 
Transcontinental & Western Air- 
lines (hostess training), Los Angeles 
Board of Education, Chicago Air 


Teachers College. 


Stations (Pensacola. 


College. Colgate University, Univer- 
sity of Wisconsin, Royal Norwegian 
Air Force, University of Nevada 
and Vanderbilt University. It is also 
being employed by a number of 
operators instructing non-college 
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Static and dynamic stability. Lateral, longi- 


tudinal and directional stability. 
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Check points, cotters, keys, safety wires. 


Checking the airplane for safe operation. 
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groups under the Civilian Pilot 
Training franchise. 

Instructors using these educa- 
tional slidefilms are enthusiastic 
about it. Dr. T. D. Phillips, head 
of the physics department at Mari- 
etta College and CPTP coordinator 
there, tells of a group of his ad- 
vanced students becoming so inter- 
ested in the films that they went 
through the entire series of slide- 
film subjects at one sitting with 
only time out for lunch. It took 
them 11 hours! Professor Phillips 
commented, “I am not inclined i 
general to use the word ‘perfect’ 
but I believe it might be used here 
to describe a job that I do not be- 
lieve could be better done.” 

C. W. Grimes, CPTP coordinator 
at the “Land O” Lakes Flying Ser- 
vice,” Pontiac, Michigan, says he 
would not now attempt to conduct 
a ground school course without the 
use of the films. “This method of 
presentation by the use of pictures,” 
said Mr. Grimes, “seems to hold 
the interest of each student and 
make his study an interesting ad- 
venture.” 

W. F. Gerhardt, professor of 
aeronautical engineering and CPTP 
coordinator for Wayne University, 
was struck with the splendid tech- 
nical job from the viewpoint of 
pilot training and educational tech- 
nique in general. “I am_ sure,” 


r PLANE ~. 
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Effects of power loading, wing loading. Load 
factor control. Structure for dynamic loads. 


THe ATtRPLAnE 
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Principles of four stroke cycle internal com- 
bustion engine. Cylinder, piston, crankshaft. 


wrote Professor Gerhardt, “that 
this visual aid will either greatly 
reduce the time necessary to cover 
the subjects in the Private Pilot's 
Ground Course or greatly increase 
the amount of important informa- 
tion absorbed by the student in the 
conventional time.” 


Enlistment of educational slide- 
films in the service of the prepared- 
ness program was made by the Jam 
Handy Organization soon after the 
advent of the national defense crisis. 
A mechanics’ training course was 
prepared to train mechanics for the 
new mechanized army and for the 
increasing number of service me- 
chanics needed in private industry. 

The Pilot Training Kit-set fol- 
lowed close upon the heels of the 
automotive Mechanical 
Kit-set. 


Training 


Right) Typical scenes from the Pilot Training 
ourse showing the use of photographs, draw- 
ings, diagrams, etc., which make learning easier. 
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Principles of carburetion. Carburetors. Fuel 


injection. Fuel feed systems. 
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Principles of ignition. Ignition timing plus 
the lubrication system. 





Principles of operation. What to look for. 


Construction, care and use. 
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AIR YMASSES 





The atmosphere. The meteorological ele- 


ments. Meteorological instruments. 


The formation of high and low pressure 
areas. Wind directions. Precipitation. 





Clouds. Storms. Basic forecasting. The 
weather map. Weather reports. The impor- 
tance of weather to the pilot 


The face of the earth. Maps and charts. 
Pilotage 


Educational Slidefilm Kit-set on Automotive Mechanical Training 


* Automotive Mechanical Training 
Kit-set No. 1 was the opening shot 
of the Jam Handy Organization’s 
national defense training activities. 
It consists of 35 educational slide- 
films and covers the basic princi- 
ples of the internal combustion 
gasoline engine, principles of 
power transmission, mobility fac- 
tors, the automobile electrical sys- 
tem, and general service. 

This talk-to-the-eye course, which 
employs the most effective tech- 
niques known in visual training 
and which is compounded of long 
experience in adult education, par- 
ticularly with instructing mechan- 
ics for the automobile industry, 
is being used by all manner of or- 
ganizations and institutions whose 
job it is to train the mechanics 
needed in the national defense 
emergency. It has obtained a wide 
geographical distribution. 

In the United States Army large 
motor transport schools of the 
Quartermaster Corps are using the 
course for training military mechan- 
ics. These Army schools are at Camp 
Holabird, Maryland; Fort Benning, 


a. ee 


® This carrying case, with 
its 35 little *“ pill-boxes” con- 
tains an effective prescrip- 
tion for the making of a 
mechanic. Each one of the 
boxes houses a slidefilm les- 
son. The slidefilm is pro- 
jected on a screen by means 
of the projector in the fore- 
ground. In the 35 slidefilms 
there are 2.829 pictures. 
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Georgia; Fort Sill, Oklahoma; Fort 
Knox, Kentucky; Camp Normoyle, 
Texas, and Fort Riley, Kansas. It 
is also being used at the United 
States Army Ordnance School at 
Aberdeen, Maryland, and by the 
United States Military Academy at 
West Point. 

Many of the CCC Camps, also, 
are employing the course as a basis 
of instruction. It is being used by 
all sorts of vocational schools, 
trade schools, and high schools and 
has even invaded the halls of higher 
learning at the universities. 

Automobile dealers are making 
an extensive applicationof the mate- 
rial in apprentice-mechanic train- 
ing both in the United States and 
Canada. The Canadian army, too, 
is finding it valuable for the train- 
ing of men for its mechanized 
forces. 

The Kit-set has gone even farther 
afield and is being brought into 
play in England, Alaska, Trinidad, 
Hawaii, Singapore, Australia, Phil- 
ippines and China to strengthen the 
technical training of the forces of 
democracy in all parts of the globe. 
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True course measurement. Variation, devia- 
tion, drift. Plotting the complete course. Use 
of formulas. 


Government navigational aids. Beacons, 
markers, ranges. 
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Principles of operation. Corrections and use. Practical examples of navigation problems 
and how to solve them. Review of formulas. 








The Kit-Set No. 1 Slidefilms in the Automotive 
Mechanical Training Course on the Principles 
and Operation of the Automobile 


Training Slidefilms as used by the United States Army 


Slidefil 
KIT A louber 


The Fundamentals of the Inter- 3. Brake Drums and Shoes* 
eee Engine . Broke Operating Linkage* 
he vee . Hydraulic Brakes 
1. The Four-Stroke Cycle In- 6. Power Brakes 
ternal Combustion Engine 7. Springs 
(Part 1)* 8. Shock Absorbers 
2. The Four-Stroke Cycle In- 9. Front Axles and Steering 
ternal Combustion Engine Gear 
(Part 11)* 10. Wheel Alignment and Bal- 
3. Multiple Cylinder Engines* ance 
4. The Carburetor* 
5. Fuel Feed Systems* KIT D 
6. The Ignition System* Electrical System 
7. Engine Lubricating Sys- 1. Electricity and the Stor- 
tems* age Battery* (Part 1) 
8. The Cooling System* 2. Electricity and the Stor- 
age Battery* (Part Ii) 
KIT B 3. The > src le 
Principles of 4. Current and Voltage Reg- 
Power Transmission ulation 
- Mechanical Linkage* 5. The Starting Motor 
. The Clutch 6. Chassis Electrical Systems 


The Transmission 

The Differential 
Completing Transmission 
of Power 

Rear Axles 


KIT C 
Mobility Factors 


1. Bearings* 
2. Wheels, Rims, and Tires 


KIT E 


General Service 
Ignition Trouble 
- Engine Tune-Up (Part 1) 
Engine Tune-Up (Part I!) 
- Power Transmission 
Trouble 
Safety Factors 


> FPPP> 
apwn- 


* Sixteen of the slidefilms in the Mechanical Training Kit-set are not only 
valuable for training automobile mechanics, but they are extremely helpful in 
training pilots in subjects common to the automobile and the airplane. 
For students who have no access to airplane shops or hangars, the basic 
information given in the slidefilm subjects in the automotive course (marked 
with an asterisk) will fit them to absorb the information on airplane motors 
and other subjects with greater rapidity and ease. 
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@ A current release by the Depart- 
ment of Public Relations of the 
General Motors Corporation, /n- 
dustry in the News, presents a dy- 
namic report of the development 
of relations between a great indust- 
rial organization and the nation’s 
press. This two-reel sound motion 
picture is part of the extensive pro- 
cram through which General Mot- 
ors informs its field executives, em- 
ployees and the public of progress 
in the world-wide G M organiza- 
tion. 

As Industry in the News clearly 
points out, until quite recently both 
industry and the press failed to 
perceive the importance of active 
cooperation. In consequence, the 
public learned little or nothing 
about the problems and achieve- 
ments of business management. 
Only a short time ago the awaken- 
ing of general interest in economic 
and business developments pro- 
duced more intensive coverage by 
the various types of newsgathering 
agencies, and industry took its place 
in the headlines as a subject which 
vitally concerned the average 
citizen. 


HANDLING oF News SHOWN 


As the story unfolds upon the 
screen, we see how G M’s Depart- 
ment of Public Relations handles 
the Corporation’s institutional news 
and provides the press in large and 
small communities with assistance 
in unearthing and documenting the 
news of the industry. Headed by 
men experienced in newspaper 
work, who operate much as if they 
were still on the city desk, the con- 
veniently located offices of the De- 
partment are ready twenty-four 
hours a day to aid editors and re- 
porters in their territory. 

Augmenting the Public Relations 
Department itself are men in key 
cities across the country who nor- 
mally serve as chairmen of the lo- 
cal G M committees, but who also 
occasionally serve as press contact 
men. Additional factors in the re- 
lease of G M news are the manu- 
facturing divisions which send in- 
formation to the press, from their 
home and branch offices, about 
many divisional activities. 

Typica, GM News Breaks 

T:, ical news stories originating 
in G M’s public relations offices are 
those which concern a new product 
or some new development in auto- 
motive progress. The story might 
be concerned with an open-house 
celebration in which the workers of 
a plant play host to townspeople in 
their community. The story might 
tell of some production milestone, 
such as the completion of the 25- 
millionth G M car or the 250,000th 
1941 Buick. It could be the more 
recent and exciting news of General 
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REMINGTON-RAND, INC., PICTURES THE WAY to protect valuable business 
records and shows the hazards of unsafe files in “‘A Million Dollars a Day” just 


produced by Brobuck, Inc. 


Motors participation in the Nation- 
al Defense Program. Of plans to 
fabricate parts for airplanes in 
General Motors plants; of airplane 
engines built and ready for instal- 
lation in U S Army planes. What- 
ever the information given to the 
press, it is the constant aim of 
General Motors that it be complete- 
ly accurate and completely reliable 
in every way. 

EXecuTives APPEAR IN FILM 

Discussing various aspects of the 
relation between business and the 
press in /ndustry in the News are 
Alfred P. Sloan, Jr., Chairman of 
General Motors; Paul Garrett, Vice- 
president in charge of Public Rela- 
tions; Charles F. Kettering, G M 
Vice-president; and Roy Howard, 
famed publisher of Scripps-Howard 
newspapers. 

Produced by Sound Masters, Inc., 
under the supervision of Harold E 
Wondsel, /ndustry in the News will 
be distributed by General Motors 
through its own channels and be- 
comes part of the large G M film 
library. 


SAVING BUSINESS RECORDS 


@ Tue necessity for maintaining 
many records in the management 
of modern business, the value of 
those records, and the importance 
of protecting them against loss by 
fire is forcibly presented in a four- 
reel sound motion picture, A Mil- 
lion Dollars a Day, produced for 
Remington-Rand, Inc., by Brobuck, 


The film opens by showing the 
enormous loss caused annually by 
destructive fires. It shows the more 
common causes of these fires, in- 
cluding carelessness and sabotage. 
It then shows how records are com- 
piled and maintained at great cost, 
how they serve business in many 
indispensable ways, and how the 
loss of these records can cripple a 
business sometimes beyond repair. 


Designed for showing before ex- 
ecutives and others concerned with 
business records, the film was di- 
rected by Robert G. Waters and 
supervised by William Alley, Ex- 
ecutive Vice-President, of Brobuck. 
Inc. Scenario was written by Nor- 


TYPICAL OF ALLIED MILLS SUCCESSFUL SLIDEFILMS is this scene from 
‘*Making Cows Pay’ produced for this sponsor by Burton Holmes Films, inc. 





man Terry of the Brobuck creative 
staff, with the collaboration of Al 
N. Seares, Sales Promotion Man- 
ager of Remington Rand, Inc. The 
film was narrated by Lowell 
Thomas. 


FOR EMPLOYEE TRAINING 


@ Fitmep on 16 mm Kodachrome 
and running 35 minutes, No Short 
Cut, released April 1, is Pacific Gas 
& Electric Company’s second em- 
ployee-training film, the first to play 
a part in the San Francisco utility’s 
accident-prevention campaign. Be- 
lief of company officials is that 
showing of the film to some 13,000 
employees will prove this their 
most effective medium in creating 
safety-consciousness, since it demon- 
strates the safe techniques in per- 
forming various maintenance and 
construction operations. Bulletins, 
posters, letters and meetings were 
some of the means formerly used 
in accident-prevention. 

Photo & Sound, Inc., produced the 
film, with Marvin Becker and Frank 
Wulzen handling the camera as- 
signments; Tom J. Ayres did the 
script and directed; nationally- 
known radio news commentator 
John B. Hughes’ voice recorded the 
narration. 


ALLIED MILLS RESULTS: 


' (Continued from page 18) 


ly in a few minutes and is far 
superior to any method we have had 
in the past for training men.” 

* * + 


“We called on a group of dairymen 
having from 25 up to 150 cows, 
using the dairy film, and in every 
case except one, the picture played 
a very important part in helping us 
make sales and put over our feeding 


program.” 
* > * 


“Dairyman stated our picture told 
a complete story in 25 minutes, 
whereas competitive salesmen took 
up a half day of his time explaining 
their feeding program. Customer 
bought 1 ton of our products as his 
initial order.” 


I believe that much of the sue- 
cess of the film is due to the fact 
that it is a good job technically. 
The photography, art work, and 
sound are all excellent, and the di- 
rection of both photography and the 
sound recording were handled by 
experienced and capable personnel. 
We received film prints of splendid 
quality, and as a result the pictures 
on the screen are unusually bril- 
liant and sharply defined. 

Our men are now asking for 
more slidefilms on other kinds of 
livestock. Our second film, /f’s in 
the Bag, is now being produced by 
the organization who prepared our 
first film. We are working with 
the producer’s creative staff on the 
script for a third. 

This is self-evident proof that our 
sound slide-film program is getting 
results! 
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New Record Carrying Case 


® Made of plywood, a new record 


carrying case is conservatively cov- 
ered in black leatherette with metal 
corners to absorb shocks. Has a 
handle, metal 
catches, soft felt lining, valanced 


strong leather 
edge for protection against dust 
and moisture and affords room fo 
all the transcriptions needed as wel! 
as room for all the films carried. 
A small screen is also contained. 
A new feature prevents disc warp- 
page, one or a dozen discs can be 
held perfectly flat against a broad 
surface. This new case is supplied 
by Rapiap Service, the selling 
price of this item is $7.50, and if 
screen is supplied, $10.00. 


U. S. Sets Vaporate Standard 
* Specification No. 41 on films for 
Visual Education in National De- 
fense Training, for the Office of 
Education of the Federal Security 
Agency and all other Government 
Offices desiring prints, reads: 
“Unless otherwise specified by 
the ordering office, each print 
shall be subjected to a permanent 
conditioning and protective treat- 
ment, equal to the ‘VapOrate’ 
process, reacting directly on the 
emulsion itself, the effectiveness 
and permanence of which ar: 
evidenced by a substantial rais- 
ing of the melting point of the 
emulsion in water without loss 
of pliability reserve.” 

The phrase “reacting directly on 
the emulsion itself” is particularly 
interesting. It directly excludes 
lacquers, waxes, oil, and other sur- 
face applications. 


Lower Da-Lite Screen Prices 

* At a time when the prices of so 
many items of photographic equip- 
ment are being raised, Da-Lite 
Sereen Company, 
nounces important reductions in 
the prices of many sizes of Da-Lite 


Chicago, an- 


Prices Repucep on Mopet B’s 

Da-Lite’s popular hanging screen 
which consists of a glass beaded 
fabric, spring-roller-mounted in a 
metal case, is largely used in class- 
rooms and lecture rooms in schools 
and universities and clubs—and in 


game and projection rooms in 
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NEW EQUIPMENT 


PRODUCTION - PROJECTION 











All sizes of this Model B 


Screen have been reduced in price. 


homes. 


The saving is particularly notice- 
able in the larger sizes. The 39” x 
52” size, for example. is now only 
$11.50. The 22” x 32” is now only 
$6.00; the 30” x 40” now $7.50; 
the 40” x 40”, $9.00; the 52” x 52”, 
$13.50. (Slightly higher on Pacific 
A new size 84” x 84” has 
also been added. 


Coast.) 


New Low CHALLENGER Prices 
Da-Lite’s convenient tripod 
screen, consisting of glass beaded 
surface, spring-roller-mounted in a 
metal case to which a tripod is piv- 
otally and permanently attached, 
also will have reduced prices on 7 
of its 12 sizes. The popular 39” x 
52” size is now only $20.00. 
(Slightly higher on Pacific Coast.) 


QUALITY 


motion pictures since 1923 


Having met the exacting cualifications required of 
motion picture producers by the United States Gov- 
ernment covering experience, financial responsibility, 
production staff, studio and equipment, the Loucks 
and Norling Studios have been awarded a contract 
for producing a series of training films for use in the 
National Defense Program. 

The Government and private industry are keenly 
alive to the value of visual aids in vocational training 
and in promoting better public relations. Motion 
pictures and slide films are doing their part in build- 
ing the Arsenal of Democracy. 


LOUCKS & NORLING STUDIOS 


245 West 55th Street - New York City 
Tel. COlumbus 5-6974 



















































Filmosounds Equipped 
with Stabilizer 


¢ Just received from Bell & Ha 
ell is the announcement of a 
device which is said to elimi 
completely all audible trace 
sound “flutter.” 

“Isolation,” says B&H, “is th 
answer. With the oscillatory 
bilizer we have completely isolate 
the stop-and-go film movemeg 
from the sound drum. Thus 
variations in film speed ever reach 


the scanning beam, where the sour 
is taken off the film, and ‘flutter 
is eliminated.” 

The announcement goes on to ex 
plain that as the film leaves th 
usual second sprocket, it passed 
through the new oscillatory stabi 
izer, where any remaining irreg 
ularities in film flow, no matter ho 
minute, are first reduced to a still 
lower degree and are then complete 
ly absorbed from the film flow } 
an oscillatory movement operating! 
on the principle that opposing: 
forces that are equal, cancel each™ 
other. Thus, it is claimed, only @ 
constant, even flow of film can reacht 
the sound drum and the scanning 
beam. B&H claim that in this man 
ner, the cause of sound “flutter” ig 
killed at the source, and that Filmo- 
sound reproduction of music and 
the spoken word reaches the ear 
with a new fidelity, smooth and 
even to a degree hitherto unknown, 


Protecting Valuable Prints 


* Boiling water, standing water, 
cleaning with carbon tetrachloride, 
and attempted smearing with ace 
tone all have no apparent effect on 
motion picture film treated with the 
O'Sullivan Film Process, according 
to recently revealed tests by outside 
parties. The O'Sullivan Process, 
development of which began some 
14 years ago, thus appears capable 
of increasing film-life considerably, 
meaning that new prints rather than 
replacing those forced into retire- 
ment by sweating, rotting or other 
ills may go to a larger audience. 
The Process. is handled in Holly- 


wood. 


Commonwealth's Cartoons 


* Commonwealth Pictures (New 
York) announces for the first time 
a series of major company cartoons 
in glorious Technicolor. The fol- 
lowing subjects are now available 
for immediate long term lease: 
Trolley Ahoy, Bold King Cole, Nep- : 
tune’s Nonsense, Molly Moo Cow : 
and the Indians, It's a Greek Life, 


New Bell & Howell Branch 


¢ Filling the gap between Holly- 
wood and Seattle, Bell & Howell 
has opened a third west coast braneh 
of the Filmosound library in Sam 
Francisco, at Photo & Sound, Ine 
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Fred Alien is featured in a Texaco short. 





A PICTORIAL NEWSREEL OF INDUSTRIAL FILM PRODUCTION 


























(Above) Director Joseph Rothman talks over a scene with two charming members of the cast of Texaco’s “‘A New Slant” and (right) a typical scene from same picture. 


@ FOLLOWING an intensive period of research three years ago, encom- 
passing a personalized survey of its dealers, the Texas Company em- 
barked on a planned program of motion picture sales promotion 
designed to educate Texaco dealers in the best methods of making their 
franchises profitable. This film program was not something “cooked 
up” in the sales promotion offices of the Texas Company, nor in the 
creative department of Caravel Films, producers of 
the series; rather, it was the result of Texaco and 
Caravel men going out in the field and talking to 
Texaco dealers, finding out what their problems 
were, and how they were meeting them. Thus the 
resultant motion picture series is by, for, and of 
the more than 45,000 Texaco dealers, themselves. 
They create the problems which are dramatized 
and they are creating the answers. 

Instead of attempting to tell the whole story in 
one picture, the Texas films only strive to solve one 
group of sales problems at a time. In the first film. 
Surprise Party, screened at the spring sales meet- 
ings of 1939, Texaco showed to the dealers the benefits of their fran- 
chises and presented a tested and proved plan of profitable service 
station operation. The second picture, last year’s Goin’ Places, attacked 
just one general problem—how to get new customers into the station 
by pointing out the attraction of a freshly painted station, clean rest 











A PLANNED 
FILM PROGRAM 
G ET § R t S J LT S year. This would indicate an overwhelming ac- 
FOR TEXACO 


Scene from United Walipaper’s new feature. 





room, and, by the consistent use of outside selling, going right to the 
consumer's home. A New Slant, this year’s film, dramatizes the problem 
of selling the customer once he is in the station. 

So the plan has thus far answered three prime problems of the 
dealers: (1) Why should I be a Texaco dealer? (2) How can I get 
new customers into the station? and (3) How can I do a better selling 
job on the customers once they are there? In the 
future, other points will be dramatized in accord- 
ance with the effective steps of the service station 
operation plan. 

Attendance at the Texaco dealer meetings has 
risen in the past three years from 33,000 in 1939 
and 67,000 in 1940, to an estimated 80,000 this 


ceptance of the motion picture presentation by 
Texaco dealers. There is a psychological angle to 
this acceptance which influences production of each 
year’s film. The first year’s picture sugared the 
sales message with a good deal of entertainmuit, 
enough to insure acceptance of the film on that one point alone; the 
two succeeding films have used less entertainment, thus going on the 
premise that once you have gained the audience’s confidence it is not as 
necessary to make use of quite as much extraneous entertainment, or to 
as elaborately sugar-coat each sales problem. However, this does not 

(OVER) 


Remington-Rand’s ‘‘A Million Dollars a Day ”’ A new Dow Chemical film for dry-cleaneérs. 











































































































“A NEW SLANT” is the key to a station operator’s start to success in this latest 
sound motion picture addition to the Texaco dealer education series produced by 


Caravel Films, iInc., as part of this 


A PLANNED PROGRAM 


(Continued from the previous page ) 


mean that the latter two films are in 
any way lacking in well-developed 
plot structure. 

{ New Slant, latest in the series, 
successfully adapts the plot struc- 
ture to the attitude of the dealer. 
Ray Barnett and his brother are the 
owners of a small Texaco station 
which is not too successful. Yes, 
they have a good steady clientele, 
but the sales are for small amounts. 
Ray is pretty downhearted about 
the situation; can’t see his way into 
‘making good’. One day, when an 
old school pal of his shows up in 
a big car and an expensively be- 
furred wife, it brings to Ray the 
realization that his friend has seem- 
ed to have far out-stepped him in 
material wealth, so when his friend 
offers him a chance to ‘get in’ on 
a big deal Ray begins to think it 
over seriously. 


TAKING THE Easy Way 

That night he proposes that he 
and his wife, Kitty, go along with 
Kitty’s brother on a trip to Spring- 
field for a ‘vacation’. Springfield 
is the home office of his friend’s 
promotion scheme, as Ray well 
knows. To excuse his absence for 
the ‘vacation’, Ray tells his brother 
that he is going away to pick up 
some tips on other Texaco stations 

to see why other stations are pi k- 
ing up four and five dollar ‘lube’ 
jobs while Ray and his brother av 
erage little more than a dollar. Of 
course, this is a subterfuge, because 
Ray really has his eye on the quick 
and easy money he can make in his 
friend’s company. 

When they arrive in Springfield, 
Ray calls on his friend and is 
made an offer of a good job provid- 
ing he can put up some money. 
Kitty is very suspicious about the 
whole thing and urges Ray to take 
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sponsor's well-planned training program. 


her back home, but Ray is sure that 
this is his big chance and deter- 
mines to stay in Springfield until 
he can dispose of his share of the 
station. In the meantime he gets 
a job at a local Texaco station in 
Springfield to tide them over until 
the big job comes through. 


Ray Learns How It’s Done 

Ray finds things considerably dif- 
ferent at the station in Springfield. 
He is a little contemptuous of the 
pains the local operator goes to in 
providing complete service for his 
customers. Ray is really not con- 
vinced, himself, but just in case 
there might be something to it, he 
sends post cards home to his 
brother suggesting little tips that 
might help in increasing sales—like 
asking if the customer wants his 
tank filled up and telling him why 
it would be to the customer’s inter- 
est to keep it full, checking fan 
belts, getting the car away from 
the island and over to the air pump 

thus increasing the opportunity 
to make sales presentations; and 
using the mileage system and cus- 
tomer’s service record card in sell- 
ing lubrication jobs. 

The picture flashes over to Ray’s 
brother and shows him _ putting 
these tips into action, and it proves 
that these sensible sales ideas are 
really working. 


On THE Way TO SUCCESS 

Back in Springfield Kitty is con- 
vinced that Ray’s friend is a four- 
flusher, and with the cooperation of 
her brother she traps him and re- 
covers the savings which Ray had 
invested in the — get-rich-quick 
scheme. 

As the picture closes, Ray tells 
his brother that it was a darn good 
idea that he got away; he came back 
to his station with a new slant, con- 
vinced that he has a very good 
chance of ‘making good’ after all, 
in the service station business. 


Appearing as Ray Barnett, the 
dealer in the picture, is Ted New- 
ton, well known actor who starred 
on Broadway in “Dead End”. Kitty, 
his wife, is played by Doris Nolan, 
who has been frequently seen in 
Holly wood productions. The picture 
was directed by Joseph Rothman. 
OTHER Fitms Are Usep 

Appearing on the same program 
with A New Slant at this year’s 
meetings is another film, Texaco 
Defense News, telling the dealers 
about the advertising and sales pro- 
motion plans scheduled for the com- 
ing season. Harlan Briggs is seen as 
a Texaco dealer who has visited the 
Company’s advertising department 
and is telling the “other fel- 
lows” just what the Company is 
planning to do for them. The mag- 
azine and billboard ads are shown 
in a Technicolor sequence together 
with all the dealer aids and sales 
promotion items. The dealer des- 
cribes why each ad was selected and 
how it will appear. He also in- 
dicates that this year, on account of 
greatly expanded industrial activity, 
he is going after more new business 


BUYMANSHIP 


@ A MEMORANDUM from Burr 
Blackburn, Director of Research for 
the Household Finance Corporation, 
ably sums up the role which con- 
sumer education must play in na- 
tional defense. Household’s own 
contribution through its authorita- 
tive and helpful Buymanship series, 
in motion pictures, slidefilms and 
printed literature, is again in the 
news with the current release of 
Managing Family Income and What 
Shall I Wear, two excellent sound 
pictures. Mr. Blackburn writes: 
“As we look at the role of con- 
sumer education in defense, we feel 
that it is necessary to go back to 
first principles and emphasize 










than ‘ever, in every way, and by 
every means he can. This year he 
will try to make all Texaco adver- 
tising mean him, personally, in his 
neighborhood. 

Then the dealer visits the Fred 
Allen radio show where he tells 
Allen that as far as his neighbor- 
hood is concerned the Allen show is 
really working just for him. This 
film takes the dealer behind the 
scenes of the Texas Company’s ad- 
vertising and teaches him how he 
may make profitable use of it in 
his neighborhood. 

A special plan of follow-up in 
the form of direct mail addressed to 
all the dealers who attended the 
series of meetings has been designed. 
There are four pieces, each one 
identical with the four letters that 
Ray sent back to his brother Walt, 
describing the new selling tips 
which he had discovered. Thus, 
two objectives are accomplished: 
first, the dealer is reminded of the 
four major selling plans covered 
in the picture, and second, the 
effect and life of the picture is 
thereby extended by this reminder 
method over the next four months. 


AIDS DEFENSE 


planned spending. We can teach 
that a planned use of resources 
(time and effort as well as money) 
always will bring greater results 
than haphazard spending. We can 
teach people to make a simple finan- 
cial plan, taking into consideration 
past, present and future obligations. 
They can be guided by whatever 
scientific standards we now have 
plus their own experience and 
thoughtful judgment. We can show 
them how such a plan can be re- 
adjusted to meet emergencies and 

changing circumstances, 
“The whole point of view in re- 
gard to buymanship is changing 
(Please turn to page 32) 


A GREAT CONTRIBUTION to consumer education is the new Household Finance- 
sponsored sound movie ‘‘Managing the Family Income.”’ Entirely without adver- 
tising, except the credit title, this Jam Handy-produced subject is meeting en- 
parent-teacher groups, schools, etc. 


thusiastic approval from women’s clubs, 
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AFIELD DAY FOR SAFETY 


@ Prowptep by the safety sound 
motion Parade of 
Champions, shown recently at the 
High School 
by the Ford Good Drivers’ League, 


picture, The 


Greenwich (Conn.) 


students of the school recently 
staged a “Field Day for Safety” on 
their athletic field. Local police 
oficers assisted them in putting on 
no less than fifteen action demon- 
trations of right and wrong ways 
to drive a car—and what can hap- 
pen when a car is driven the wrong 
way. The entire student body of 
1,800 watched the safety spectacle 
after Second 


hearing Selectman 


Otto Krump read a proclamation 


designating the occasion as safety 


day in Greenwich. 


For nearly two hours Principal 
Andrew Bella and Frank Bennett, 
who is in charge of driver training 
at Greenwich High, saw twenty-six 
of their students, aided by Green- 
wich police, enact “safety dramas” 
with the skill and finesse of veter- 
Most dramatic of all 
motorcycle 


an actors. 
chase and 
fake accident in which a dummy 
dubbed Sarah was knocked for a 
loop by a car traveling too fast for 
safety. 


were the 


Following the “accident,” 
police responded and showed the 
student body how they check up on 
an accident to determine its cause. 


Greenwich’s “Field Day For Safe- 
ty” is one of many such exhibitions 
now being held, each prompted by 
the showing of the Ford Good Driv- 


TO SAVE YOUTHFUL LIVES the Ford 
Good-Drivers’ League carries on the 
theme of its film ‘‘The Parace of Cham- 
pions’’ with school demonstrations of 
which this Greenwich (Conn.) High 
School show arranged by Lyle Jones of 
Castile Films is outstanding. (Left, 
above) Student Jack Lally receives 
award for good driving from Mayor 
William Peck of Greenwich; (below) 





ers League motion picture, The Pa- 
rade of Champions. The film is 
very good. This reporter sat in on 
a recent showing to a group of high 
school students in Portchester, 
N. Y.; after the assembly 
announced that a 


leader 
“safety picture” 
would now be shown, there was an 
audible groan. But once or twice 
during the performance and follow- 
ing its conclusion there was consid- 
erable, and genuine applause. 


The Parade of Champions is ef- 
fective—amazingly so. It is a pleas- 
ant subject; there is no “thinking 
about it tomorrow’—high school 
people will think about it today; 
For the film 


appeals, not to the “fear” sensibil- 


and for good reason. 


ities, but to the highest accolade of 
all to any high school boy or girl 
Sportsmanship. And _ if 
there is any “fear” element in the 


Good 


picture it is that a bad driver is a 
poor sport. 


The Parade of Champions was 
produced by Wilding Picture Pro- 
Films are dis- 
tributing the picture for the Ford 
Good Drivers’ League. 


ductions. Castle 
Following 
each showing of the film the stu- 
dents in attendance are given an op- 
portunity to join the League and 
try for the 98 College scholarships 
awarded each year by the Ford 
Company. Thus far many thou- 
sands of boys and giris have en- 
tered the rolls of the League fol- 
lowing showings of the film. 


out-of-town police chiefs and safety 
officials who attended and a view of the 
student throng. (Left to right at bot- 
tom) Lyle Jones (Castile Films), High 
School Principal Andrew Bella, Officer 
James Healy (safety investigator), 
Capt. John Gleeson, and Frank Bennett, 
the school’s safety instructor. Other 
scenes are typical of this and similar 
demonstration, 

















CATERPILLAR FILMS SHOW DEFENSE ROLE 


@ CATERPILLAR TRACTOR COMPANY 
is numbered among the _ pioneer 
users of commercial motion pi 
tures and its selling program on 


the screen continues unabated. 
Motion pictures were first em- 
ployed by the Company to demon- 


strate the ability of its machines 
to solve many kinds of difficult 


military hauling problems. This 
was back in the days of World 
War I. Later movies were used 


to record many of the outstanding 
feats of these tractors performed 
for the Allied governments from 
1914 on to the end of the war. 
Contrary to popular belief these 
were hauling feats and not the 
spectacular deeds of tanks; for this 
Company made tractors and not 
tanks for the Allied armies. The 
tank was developed by the Engin- 
eers Corps of the British Army and 
practically all of these early jug- 
gernauts were manufactured’ in 
England. 


Wortp War SHowep ADVANTAGES 

But those wartime movies of 
twenty-five years ago proved the 
advantages of the motion picture 
as a selling tool. A demonstra- 
tion held in Texas could be re- 
staged in the office of the War De- 
partment in Washington or London 
within a matter of days. Busy of- 
ficials would not have to leave their 
chairs to see with their own eyes 
the results of tests in swamps, for- 
ests, deserts or mountains. In short, 
movies multiplied the results of 
every demonstration, they speeded 
up sales and reduced the cost of 
selling. So they became a perma- 
nent part of the advertising pro- 
gram of Caterpillar back in the 
days of the first World War. 

Of course, the first pictures were 
silent and they remained so until 
the late °20’s when sound came to 
the screen. Then the “Caterpillar” 
films found a voice in the form of 
dise recordings synchronized with 
the picture. This type of sound was 
used for three years and then the 








eign picture with sequences 
from Canada, Sweden, Es- 
tonia, Africa, New Zealand, 
Mexico and Hawaii. A gen- 
eral interest film showing 
tractors, road machinery and 
Diesel engines on a wide va- 
riety of jobs abroad. 


“ORWARD MARCH—an earthmov- 
ing film devoted primarily to 
large jobs and large tractors 
and the latest equipment such 
as bulldozers, scrapers, rip- 
pers, trailers, tampers, etc., 
used on such projects. 


‘ROM BANK TO BANK—a color 
film devoted entirely to the 
three sizes of Motor Graders 
and the work they do on road 
construction, maintenance, oil 
mix and snow removal. 


ALL THE Way WITH OIL — a 
picture portraying the part 
“Caterpillar” track-type trac- 
tors, Diesel engines and road 
machinery play in the pe- 
troleum industry from the 
time a new field is explored, 
through the drilling, slush pit 
construction, pumping, well 
servicing, transportation, road 
building, pipe line construc- 
tion and pipe line pumping 
until the gasoline is pumped 
into the motorist’s fuel tank 
with electricity generated by 
a Diesel Electric Set. 


INSIDE INFORMATION —an_ ex- 
planation of “Caterpillar” 
Diesel engine operation by 
means of animated drawings. 
Also the story of patented 
copper bellows’ seals, air 
cleaners and fuel tank caps. 


MoreE POWER TO YOU—a Diesel 
engine picture showing in- 
stallations in office buildings, 
hotels, telephone companies, 
airports, filling stations, fac- 
tories, switching locomotives, 
gold washers, mines, excava- 
tors, work boats, rock crush- 
ers, sawmills, etc. 


FOURTEEN RECENT CATERPILLAR MOVIES 


THE FAR CORNERS—a new for- OLD Timers—a film featuring 


Diesel tractors, Diesel engines 
and Diesel-powered road ma- 
chines that have operated in 
excess of 10,000 hours. 

YouR NEIGHBOR’S DIESEL —a 
color picture setting forth the 
record made by a D2 Tractor 
on the grain, fruit and live- 
stock farm of a typical Diesel 
tractor owner — Ernest Hal- 
blieb of McNabb, Illinois. 

BEHIND THE SCENES WITH 
QUALITY—a trip through the 
factory showing production 
and inspection of tractors, 
road machinery and Diesel 
engines. A 2-reel subject. 

TEN YEARS AFTER—a one-reel 
film devoted to the operating 
stories of the first twenty- 
five Diesel tractors which left 
the factory in 1931 and early 
1932. Twenty-four of these 
first Diesels are still going 
after nearly ten years of 
hard work. 

TEN WAYS TO WIN—an agri- 
cultural film which sets forth 
the advantages of track-type 
tractors in solving ten farm 
operating problems such as 
soft soils, hills, big loads, 
straight rows, belt and power 
take-off jobs, etc. 

HEADLINERS — a newsreel type 
of picture devoted to unusual 
and spectacular jobs of “Cat- 
erpillar” products. 

Buitt TO TAKE ItT—a picture 
devoted entirely to engines 
with special emphasis on 
Diesel Marine Engines and 
Diesel Electric Sets, with a 
sequence on Diesel truck en- 
gines. 





DIxIE LOGGING—a one-reel film 
on logging in the south-east 
showing the latest type equip- 
ment for handling pine 
stumps for naval stores, and 
pine pulpwood for paper 
mills, as well as _ various 
kinds of south-eastern timber 
for lumber. 








Company turned to sound-on-film 
which has been used continuously 
since it was first adopted almost 
ten years ago. 

Practically all of the pictures 
use off screen narration, with music 
and sound effects to add interest 
and variety to the sound track. They 
are in no sense Hollywood produc- 
tions. They are simply demonstra- 
tions of what the machines will do 
on many types of work. 


Firms Increase With Propucts 

As the list of products has ex- 
panded the need for movies has 
increased. For many years track- 
type tractors were almost the only 
products. In 1927 a complete line 
of road machinery was added. In 
1931 “Caterpillar” announced its 
first Diesel tractor. A year later 
came a line of Diesel power units 
which has been followed by marine 
engines, Diesel electric sets and au- 
tomotive engines in rapid succes- 
sion. 

Each one of these new lines has 
opened up new markets and has 
called for new pictures to show how 
the machines serve those markets. 
In recent months when national de- 
fense has been uppermost in every 
mind, pictures have played a pri- 
mary part in showing how the com- 
pany’s products are serving many 
phases of the defense program. The 
tractors are, of course, resuming 
their familiar role of hauling guns, 
caissons, material and supplies. But 
they are doing far more than that. 
They are doing hundreds of road- 
building and earthmoving jobs for 
cantonments, barracks and ordinance 
plants. They are building scores 
of new airports, helping with the 
enlargement of hundreds of factor- 
ies, burying thousands of miles of 
telephone cable, building military 
roads, speeding railroad construc- 
tion, augmenting the lumber sup- 
ply, serving mines, mills and fac- 
tories; and last but far from least 
continuing their year in and year 


(Please turn to page 37) 
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ON LOCATION: "Mipeline” 
Crew Does a “Northwest Passage” 


by William Sleeter, Motion Picture Staff, J. Walter Thompson Co. 


@ SHOOTING ON A RIVER BARGE in 
a 40-mile, subzero blizzard—watch- 
ing camera and cameraman momen- 
tarily entombed under four feet of 
mud, and _ lugging equipment 
through hip-deep snow and_ icy 
swamps... . 

Even the draftiest sound stage 
is paradise as compared to these 
and other conditions encountered 
in filming Pipeline, the camera rec- 
ord of the construction of Shell 
Oil Company’s underground §ar- 
tery for oil between Fall River and 
Waltham, Massachusetts. Acting as 
Thompson supervisor on the loca- 
tion shooting I gained on this as- 
signment a much greater respect 


for Admiral Byrd. 


THe Perits oF Location 

As one of the largest under- 
ground petroleum lines in the East, 
and the first in the Boston area, 
this project has attracted wide pub- 
lic attention to its significance to 
national defense. Pipelines are 
numerous throughout the Middle 
West and Far West. but the reason 
for their infrequence in the East 
is easily understood by the pro- 
duction group who accompanied 
the construction crew and machin- 
ery through 59 miles of rugged ter- 
rain in the dead of winter. To 
break through New England’s tim- 
ber, granite rock, and numerous 
marshes in the middle of summer 
would be enough to discourage any 
enterprise, but to crack through 59 
miles with a four foot trench dur- 
ing sub-zero weather was unheard 
of in that neck of the woods. 

It was at the height of this oper- 


ation in December that the camera 
crew set out to cover practically 
every foot of construction from 
Fall River to Waltham, Massachu- 
setts. In most cases it was possible 
to reach the vicinity of ordinary 
operations by auto, but for the un- 
usual and spectacular phases of the 
construction the crew proceeded. 
with equipment packed in expedi- 
tion fashion, to wade through sev- 
eral miles of hip-deep snow and 
icy swamps. 

BEATING THE THERMOMETER 

It was a tough job to get cam- 
eras, and in some cases recording 
apparatus operating efficiently in 
weather that marooned even four- 
ton Diesel tractors sent to extract 
other stranded and frozen excavat- 
ing equipment. A good example of 
operating difficulties faced by the 
production group was the occasion 
when the camera and crew were 
high out on the mast of a welding 
barge in the middle of the Assonent 
River. With only one opportunity 
to photograph this operation of 
laying and welding a pipe across 
a mile-wide river, the crew had to 
stick on the job during a 40 mile 
per hour blizzard most of the day 
to complete their shots. With the 
temperature at 10 below zero, the 
camera lubrication rapidly froze, 
but a gasoline flush did the trick, 
and photographing proceeded 
through the day at half hour in- 
tervals. Every other half hour was 
spent thawing stiff hands and frost- 
bitten faces around the barge’s 
steam boiler. 


(Please turn to page 38) 


SHOOTING SHELL’S “PIPELINE” rates as the year’s toughest location assign- 
ment as the film itself will testify for the camera crew who braved the 59 mile 
mid-winter trek through the bleak New England hills. 
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FIRESTONE’S NATIONAL PROGRAM | 


@ THE FIRESTONE TIRE AND RUBBER 
COMPANY, Akron, Ohio, has em 
barked on what is generally con- 
sidered one of its most extensive 
commercial motion picture pro- 
grams in recent years. 


The program divides into two 
phases: first, motion pictures for 
the dealer trade; and, second, mo- 
tion pictures for the public, de- 
signed to help Firestone tire deal- 
ers sell Firestone products to their 
customers and prospects. The pro- 
ducer was Brobuck, Inc. 

This Spring, for the first time, 
the entire Firestone Spring Dealer 
Meeting program was put into 
sound motion pictures. Firestone’s 
philosophy in embarking upon this 
enterprise is based on the fact that 
thousands of dealers in little com- 
munities all over the country are 
thus able to attend Firestone meet- 
ings. By putting the program in 
motion picture form, comprehensive 
dealer meetings can easily and eco- 
nomically be taken to, every tire 
dealer, no matter how small the 
community in which he lives. 

The backbone of the 1941 Spring 
meetings which are now being held 
is a seven-reel feature production, 
entitled We're On Our Way. This 
is a story type production, full of 
human interest and heart appeal and 
provides a full hour's entertain- 
ment. It tells a strong selling story 
on the advantages to even the small- 
est tire dealer of the Firestone Com- 
plete Business Franchise, but it puts 
across its selling points in a subtle 
and effective way. 

Cleverly worked into the contin- 
uity of the main feature is a one- 
reel short subject, entitled How the 
Firestone Life Protector Protects 
Your Life and Saves. You Money. 
This was made primarily for con- 
sumer showings, but its first an- 
nouncement to the trade comes when 
it is shown as an integral part of 
the main feature production at the 
dealer meetings. 

This short subject is part of the 
Firestone 1941 Promotion Program 
for their dealers. The motion pic- 


ture program includes a_ low-cost 
sound motion picture projector, 
which is sold to dealers, along with 
several pictures on Firestone prod- 
ucts. The dealer sets the projector 
up on a counter in the store, as a 
miniature motion picture depart- 
ment, and invites the customer to 
see a movie show without charge. 
The customer is then shown a short 
motion picture demonstrating the 
advantages of the particular prod- 
uct in which the salesman is trying 
to interest him. An exact episode 
of this nature is shown in the fea- 
ture production, Were On Our 
Way, in which the salesman uses 


the movie projector to help sell 
a set of Firestone Life Protectors. 
The picture then dissolves to full 


screen and the complete Life Pro- 
tector film is shown, just as it is 
seen by the customer on the pro- 
jector in the store. At the end of 
the short, the film dissolves back 
to the group in the store. 

The screen play was written by 
Lyne S. Metcalfe, co-author of the 
book, “How to Use Talking Pie- 
tures in Business,”’ who is now New 
York manager of Brobuck. The 
film was produced in Hollywood 
under the personal supervision of 
William Alley, Executive Vice- 
President and Production Super- 
visor of Brobuck. 

Also as part of the Spring Pro- 
gram, Brobuck produced a one-reel 
short, featuring Mr. L. R. Jackson, 
Vice-President in Charge of Sales 
for The Firestone Tire & Rubber 
Company, in which Mr. Jackson 
outlines 1941 Firestone sales, adver- 
tising, and merchandising plans. 

Reports from the field are highly 
enthusiastic. Dealers are flocking 
to Firestone meetings in unprece- 
dented numbers, and invitations to 
showings had to be reprinted three 
times in the first month. Firestone 
executives are convinced that sound 
motion pictures provide them with 
a highly effective type of meeting, 
and Firestone dealers report that 
sales are made in three cases out 
of five when the customer is shown 
one of the consumer movies. 


(Above) These scenes are typical of Firestone’s ‘‘We'’re On Our Way.” 
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DRYCLEANERS learn about modern selling methods in “‘Pay D 
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REACHING ‘PAY DIRT’ WITH FILMS 


@ MopeERN ADVERTISING, modern 
salesmanship and modern business 
methods are shown to be the keys 
to success in the retail dry clean- 
ing craft in a new talking motion 
picture entitled, Pay Dirt, produced 
for The Dow Chemical Company 
of Midland, Michigan, by the Jam 
Handy Organization. This picture, 
which shows the retail dry cleaner 
how to get the pay dirt out of his 
market, was planned to assist the 
users of Dow Synthetic Solvent in 
getting more customers and de- 
veloping a larger, more profitable 
business. 
Basep ON INDUSTRY SURVEY 

In preparing this picture an in- 
tensive study of the dry cleaning 
industry was made in order to find 
out for dry cleaners the course they 
could follow in organizing their 
merchandising efforts and improv- 
ing the sales methods of their em- 
ployees. 

In the picture, a technically ani- 
mated character, Solvent Sam, who 
knows all the answers, gives voice 
to three things the dry cleaner 
should do in order to get the pay 
dirt out of his claim—modernize 
his business methods, teach sales- 
manship to his employees, and use 
a definite advertising campaign. 

After a detailed analysis is made 
of the way in which these objec- 
tives may be accomplished, the 
picture touches on the aid that can 





be secured from distrilfutors and 
distributors’ salesmen. 
SHown By DistrippTors 
Pay Dirt is shown tp selected 
groups in the dry cleanirg industry 
through the invitation of The Dow 
Chemical Company distfibutors. 
A planned program tips in with 
the picture show. This igcludes ex- 
hibits of products and pf display 
material for the use of the cleaner. 
All of which is caleulatdd to make 
more than Sam solvent! 
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The title frame sums up Bhis short. 


SCENIC NEW ENGLAND 


@ ANOTHER in the poteworthy 
series of theatre travel gphorts pro- 
duced by Emerson Yorke is High- 
ways of New England, spbtitled “A 
Northern Tour.” In hig usual en- 
tertaining style, the proflucer takes 
the audience on a scenicftour of the 
New Hampshire and Vefmont hills 
and historic landmarks. fA selection 
of scenes worthy of gal ery exhibi- 
tion will be presentql in next 


month’s TRAVEL AMERIEA section. 








FOUR-WAY SELLING 4o2 WALLPAPER 


@ IN ANy attempt to capitalize upon 
the individual qualities of his prod- 
ucts, the merchandiser of wallpaper 
faces almost insuperable obstacles. 
Not only is there complete lack of 
product identification at the point 
of sale, but it is necessary to build 
desire for the unbranded brand of 
paper among four separate parties 
to the sale: jobber, dealer, paper- 
hanger, and ultimate consumer. 
Such a problem was. satisfac- 
torily’ hurdled this spring by the 
United Wallpaper Factories, Inc., 
with the aid of a seventeen-minute 
sound film entitled Ask the Man 
Who Hangs It, which was created 
primarily to interest 
throughout the trade but becomes an 


increase 


ultimate sales story for the con- 
suming public as well. The pic- 
ture was originated, professionally 
cast and produced by Chicago Film 
Laboratory, Inc. Although the pro- 
ducer was handicapped by a re- 
quest for delivery within three 
weeks following the decision to 
make the film, results have proven 
the film a splendid means of build- 
ing goodwill and a special achieve- 
ment in the promotion of “unitized” 
wallpaper, an exclusive product. 
Picture Has Four-FoLp PuRPOSE 
The purpose of the picture was 
fourfold: to describe the four ex- 
clusive features of these United 
Wallpaper products, to educate the 
paperhanger to recommend papers 
thus “unitized.” to make the “unit- 
izing” test understandable by show- 
ing the mechanics of wallpaper 
manufacture, and to weave all the 
elements into a human_ interest 
story. The film was designed for 
use during the first third of the 
forty-five minute period which com- 
pany representatives are permitted 
to devote to their products at regu- 
lar spring meetings conducted na- 
tionally by paint and wallpaper 
dealers. Incidentally, such meet- 
ings are attended largely by decora- 


tors and  paperhangers, whom 






neither the manufacturer nor the 
jobber call on during the year and 
whose sample books contain assort- 
ed papers of various manufacture 
and in a wide price range. In turn, 
neither the dealer nor the paper- 
hanger care to favor a particular 
line at the expense of any other, 
nor does the jobber want them to. 
The trade is eager to learn about 
new lines, however, and to recom- 
mend legitimate features of any or 
all of the papers to the consumer. 


SHows MANUFACTURING STEPS 


The story of wallpaper manufac- 
ture is woven into an interesting 
human interest story plot, having 
been condensed to three and a half 
minutes and carried in dialogue. 
One by one, each of the “unitizing” 
tests given the paper after its manu- 
facture is demonstrated in the lab- 
oratory. Following this, the practi- 
cal, everyday meaning of each test 
is shown right in the home. 

A ten-minute quiz for the audi- 
ence follows the showing, and 
prizes are awarded for the five 
best answers. Paperhangers are 
then called up from the audience 
and asked questions on which the 
picture has just given the answers. 
Salient points in the selling story 
are really driven home by the pic- 
ture demonstrations of manufac- 
ture and testing. 


Pusiic DistripuTion LATER 

More than a hundred showings to 
the paperhanging trade were made 
before April first of this year, and 
the picture is scheduled to follow 
sales meetings from coast to coast. 
When it can be released for public 
consumption, it will be shown in 
department stores, and later to 
women’s clubs, home economics 
and parent-teacher groups. 

The enthusiastic interest created 
by the picture among the trade has 
been of help in the promotion of an 
advertising and point of sale pro- 
motion kit sold by the company. 


UNITED WALLPAPER FACTORIES, Inc., blaze a new trail in sound motion pic- 
ture selling in a 17-minute film addressed to jobbers, dealers, paperhangers and 
the ultimate consumer. Produced by Chicago Film Laboratory, Inc, 
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RCA Motion Picture 


Sound Equipment “Stars” for 


over 6,000 Theatres 


Get the same “star” performance 
for your pictures with 


RCA 16 mm. SOUND FILM PROJECTOR 


For finer, clearer sound... more 

even light distribution on screen 

J greater operating simplicity 
—here’s your projector! 


HEN the motion picture industry 

\X) goes for something in a great big 
way—you know it’s good. It has to be! And 
over 6,000 American theatres use RCA 
Equipment! 

That’s why we say—give your pictures 
the professional projection they deserve with 
the sensational RCA 16 mm. Sound Film 
Projector. Completely RCA engineered, it 
gives new life, new sparkle to every pic- 
ture. It distributes light on the screen more 


< RADIO CITY MUSIC HALL in New York City 


has RCA Motion Picture Sound Equipment. Over 6,000 
theatres on the other’ Broadways’’ of America are similarly 
equipped to provide their audiences with the finest performance. 








D a 


16 mm. Sound Film Projector. 


COMMERCIAL SOUND DIVISION ¢ RCA Manufacturing Co., Inc., 
Camden, WN. J. ¢ A Service of the Radio Corporation of America 


evenly. It reproduces sound with tone 
that’s full, clear,and natural—atanyvolume. 

In addition, operation of the RCA 16 
mm. Sound Film Projector is simplicity 
itself. All size reels are quickly rewound by 
motor—cleaning and adjusting are simple 
Threading may be quickly and easily accom- 
plished because threading line is cast right 
on the projection block. 

For these reasons—and because it’s so 
easy to carry—more and more firms are get- 
ting this projector each week. It’s the ideal 
instrument for making sales stories sing! 
16 SUPERIOR FEATURES—YET 
IT’S PRICED WITH THE LOWEST! 
"Reg. U.S 


Inc. In Canada, 
» Montreal 


Trademarks “‘Victor,”’ “Victrola, 
Pat. Off. by RCA Mfg. Co., 
RCA Victor Company, Ltd 


For better sound film projector 
performance — use RCA Tubes 
Papa a> ap ap a> ap G2 = a= a> 4= 4» = «= “4 


Commercial Sound Division (BS-4 
RCA Manufacturing Co., Inc., Camden, N.J. 


Send complete information regarding RCA 
16 mm. Sound Film Projector. 
Name 
Company 


Address 











City Stare_ 
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@ THE INCREASING use of motion 
pictures to sell travel was demon- 
strated at the recent Travel Exposi 
tion sponsored by The Chicago 
Daily 


Chicago. 


News at the Stevens hotel in 
In a special Exposition 
Theater adjoining the exhibit hall, 
travel motion pictures were shown 
eight hours a 
days of the 


for approximately 
day during the five 
exposition. 

It was a good many years ago 
that transportation companies, state 
tourist bureaus and other travel or- 
ganizations began making motion 
pictures to interest the public in 
vacations. The first pictures pro 


duced were rather amateurish in 


quality and overly commercial, but 
the past three years has seen a 
steady improvement in the quality 
This 


product in nearly every case shows 


of these travel films. year's 
that expert professional talent is 


used and the films are almost ir 


variably interesting, beautiful and 
concentrate on the attractions of 


various sections of the country 
while they minimize the commercial 
sales talk for railroad, air line or 
whatever institution is producing 
the film. 


Most of the 


sound and color and many of them 


films are now in 


employ expert commentators such 
as Alois Havrilla, 


and other well-known professionals. 


Lowell Thomas 


While a few are projected in the 
55 mm. size, the majority are in 16 





CORRECTION: Credit is 
IveEL CORPORATION 


NOTE OF 
due the 
for construction of the unusual 
Socony-Vacuum exhibit featured 


issue, 


on page 24 of our last 











mm. Kodachrome as this size lends 
itself best to showings before clubs 
and schools. The films are widely 
used by the travel industry and are 
usually loaned free of charge to 
clubs and other organizations in- 
terested in arranging travel 


Many of the 


which have produced films send 


pro- 
grams, companies 
portable projectors and an operator 
with the film to present the pro- 
ranges in size 


cram if the group 





A “CLOSEUP” OF AMERICAN RAIL- 
ROADS’ exhibit showing the miniature 
theatre glimpsed at left in the picture 
above. A short silent slidefilm is shown 
continuously on the S.V.E. automatic 
Picturol equipment pictured below. 





S.V.E. 
working long hours on its cross-country 
tour of rail terminals and travel shows, 
this automatic slidefiim unit is doing a 
consistently trouble-free job. 


“AUTOMATIC” IN ACTION: 





THE CHICAGO DAILY NEWS TRAV- 
EL SHOW featured these exhibits (left) 
TWA'’s novel theatre entrance; (center) 
**Mexico”’ in color on a Filmosound pro- 
jector and (right) the Denver & Rio 
Grande’s tiny theatre also featured a 
Filmosound unit and color motion 
pictures. 








VISUAL DISPLAYS 


CHICAGO TRAVEL SHOW FEATURES FORTY 
FILMS AS PRIMARY VISITOR ATTRACTION 





from 150 people up. The films are 
also used in the offices of travel 
companies to show interested pros- 
pects the places they will visit on 
their vacations and are often effec- 
tive in closing sales. At the Daily 
News Travel Show more than 40 
different films were shown, cover- 
ing a wide variety of subjects, and 
attracting a crowd at all times in 
the special theatre set up. 

In the Grand Ballroom, which 
3,500, Daily News Travel 
Club members saw motion ‘pictures 
produced for the Union Pacific 
Railroad (Rainbow Canyons of the 
West), Denver & Rio Grande West- 
ern Railroad (Rails to Rainbow's 
End), Lines (This 
Amazing America), Moore-McCor- 
mack Lines (Incredible Rio), Ili- 
nois Central System (Mexico), and 
the Commonwealth of Pennsylvania 
(Travelcade in Pennsylvania). Sev- 
eral travel shorts made by the large 


seats 


Greyhound 


movie companies were also shown 
at these programs. 


ANTFA ELECTS OFFICERS 


* The Allied Non-Theatrical Film 
Association held its Annual Con- 
vention on April 18th and 19th, at 
the Hotel Astor in New York City. 

The first evening’s meeting was 
devoted to 





discussions as  fol- 
lows: libraries and their problems; 
legislation; equipment sales; distri- 
bution and projector servicing; and 
making the most of your product. 
The second day’s session began at 
2 o’clock and was devoted to the 
election of the following officers: 
President, W. K. Hedwig 
Vice-Presidents, Thos. J. Bran- 
don and Harry A. Kapit 


(Left) Assn. of American Railroads features automatic slidefilm projection. 











Treasurer, Samuel Goldstein 

Secretary, H. T. Edwards 

Directors, Benjamin O. Jen- 
nings, Horace Jones, Russell 
C. Roshon 

Bertram Willoughby was elected 


Honorary President by acclamation. 








BUYMANSHIP & DEFENSE: 


(Continued from page 26) 
from the purely selfish objective of 
getting the most for our money to 
a consideration of the effect of our 
purchases on the whole social 
We wish to refrain from 
a rush to buy, the hysteria of hoard- 
ing which will increase scarcity and 
send prices sky-rocketing. This will 
not only bring added hardship to 
those least able to bear it, the fami- 
lies with the incomes, but 
also will react upon us all by in- 
creasing the speed and extent of in- 
flation. 

“We need to teach, also, that in 


economy. 


lowest 


many instances substitutes will be 
offered for the materials to which 
we are accustomed. Consumers 
would like to be told about those 
substitutes, not so that they can re- 
fuse to accept them but so they can 
know what they are getting and 
compare prices intelligently. In 
many instances the substitutes will 
be cheaper. Consumers would like 
to know just how the substitution 
affects durability and satisfactory 
performance. In other cases sub- 
stitutions will be new synthetic ma- 
terials suggested to replace ingredi- 
ents not easily obtainable under 
war conditions. The modern con- 
sumer will wish to make use of 
these wherever possible to lessen the 
disastrous effects of scarcity.” 
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YoU CAM TAKE 
IT WITH YOU. . Ybrta 


MPE “COMPACTS” = - 


THE COMPLETELY PORTABLE SCREEN 


CLEAR 
WASHABLE 
NON-GLARE 


No more heavy, bulky “luggage” to dampen your salesman or 


customer enthusiasm—to rob your motion pictures or slidefilms 
of their usefulness and effectiveness. No more embarrassing delays 
while screens are made ready for a showing—no wasted time in 
dismantling. Up in a jiffy, down as quickly—ready for the next 
showing. Simple as |-2-3! 


"Compact" models, seven convenient sizes up to and including 
9' x 12', are carried in a handsome leatherette covered plywood 
case not over 45" long. 


Translucent Screens for rear projection are available in the smaller 
sizes: 41" x 56" and 4!/,'x 6’. 


For limited audience shows—The ''Waldesk" is a popular, ex- 
tremely low priced roller type screen, 30" x 40". It hangs on a wall 


or stands on a table. 


Standard equipment consists of a 
screen and a screen envelope, two 
sets of legs for adjustable heights, 


leg brackets, and carrying case. 


Available at slightly extra cost are 





cases with accessory compartment 


(shown here) for splicers, extension 





- cords, and spare lamps and tubes. 


Write for Descriptive Folder 41A 


MOTION PICTURE ENGINEERING CO. 


8510 TWELFTH STREET DETROIT, MICHIGAN 


nd Manufacturers of Special Motion Picture 


i akckchalale. tell slaal: n+ 
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DESIGNERS 
BUILDERS 


SALES PROGRAM 
EQUIPMENT 


STAGE EQUIPMENT 
Stagettes 
Stage Fronts 
Traveler Tracks 
Drapes 
Turntables 
Switchboards 


PROJECTION EQUIPMENT 
Movie Trucks 
35mm Units 
16mm Units 
Slide Film Units 
High Powered Slide Units 
Stereoscopic Units 


ACCESSORIES 
Film Splicers 
Voltage Indicators 
Carrying Cases and Trunks 





ENGINEERING SERVICE AND 
CONSULTATION 


To meet specific visual sales promotion 


needs, specially designed units frequently 


cost less than standard equipment. 


You are invited to consult with us—no 
obligation, of course—on equipment for 
your visual program to promote "show- 
manship in selling” to the public, your 
dealers, or your own organization. 











FILM PROTECTION 


AGAINST 
CLIMATE - SCRATCHES» OIL and DIRT 


THAT HITS THE SPOT 


MOVIES 


VAP 


| Better photo finishers offer VapOrate 
| protection for still negatives 

BELL & HOWELL CO 
VAPORATE CO. INC Ay A 
130 W 46th St Chicago 
New York City 




















716 No La Brea 
Hollywood 











PRODUCER DIRECTORY 
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QUALITY PRODUCTIONS 


BLACK & WHITE & IN COLOR 
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Division of 4S ARRA, tne. | 
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$ WHitehall SIS! -:- 16 East Ontario Street -:- Chicago i 

t LI eS fmm ent INN Re NL OP A PR NAPLAN fA — 
STRAIGHTFORWARD 


INDUSTRIAL ILLUSTRATION 


FOR USERS OF 
16mm MOTION PICTURES 
STILL PICTURES « SLIDEFILMS 
COLOR 
STANLEY STERN 507 FIFTH AVENUE 


NEW YORK, N. Y. 











SLIDEFILM EQUIPMENT 








The PICTUREPHONE 


for Training, Sales, 
Demonstrations, Meetings 


The Only Complete Line of Sound Slide Film 
Projection Equipment on the Market. What- 
ever You Need, We Have It. Twenty-Five Ex- 
clusive Advantages. Radically Different. 


Write us today... 
©. J. McCLURE TALKING PICTURES 


1115 W. WASHINGTON BLVD. 
CHICAGO, ILLLINOIS Phone CANal 4914 











| FILM SHIPPING CASES | 




















SAFEGUARD YOUR FILMS 
: ' INSIST — THEY 
PROTECT 
: FIBERBIL || 16MM REELS 
FIBERBILT =, pre frome 
SHIPPING wetty white 
CASES IN TRANSIT 
{34 





PERSONALITIES ss the NEWS 


@ With the election last month of William C. 
DeVry to the presidency of the DeVry Corpora- 
tion, the high tradition of this internationally 
known family name and the manufacturing pres- 
tige which it conveys to the film industry will 


be carried on by the 
( i" 


WILLIAM C. DeVRY 


son of its lately de- 
ceased founder and 
president, Mr. Herman 
A. DeVry. Another 
son, Edward B. DeVry, 


was elected 





secretary 
and treasurer of the 
Corporation and presi- 
dent of its educational 
DeF orest’s 
Training, Inc. 


subsidiary, 


The new chief exe- 
cutive of the three-decade old projector manu- 
facturing firm was in charge of its selling or- 
ganization at the time of his father’s death. He 
brings a wealth of experience in film production 
and precision projector manufacture to his post. 
having actively produced motion pictures for 
some years before he joined his father’s organi- 
zation in 1930. He has been sales manager of 
Herman A. DeVry. Inc., parent firm, and the 
present DeVry Corporation since 1932. Credited 
with having developed many new sound pro- 
jector equipment markets, he has lately been re- 
sponsible for the company’s aggresisve develop- 
ment of new types of 16mm sound projectors. 

Educated in Chicago’s Senn high school where 
he starred in prep athletics, the tall, broad- 
De\ ry prexy 
educational career at the University of Illinois. 
After leaving the University he worked his way 
up through the selling ranks from the retail 
camera department of a Chicago department 


shouldered new continued his 


store to the managership of the camera depart- 
ment of the Atlas Stores. 
Carrying the DeVry family tradition to the 


third generation are “Bill’s” two youngsters, 


Diane and Dinah. Mrs. Bill is the former 
Helen Filkey, holder of seven world track 
records and an internationally known sports 


celebrity before her marriage. In his after- 
oflice-hour hobbies, the new DeVry prexy’s loyal- 
ties are equally divided between golf and yacht- 


ing with the intricacies of magic his real hobby. 

E. B. DeVry Is Secretary-TREASURER 
# Since 1926 when he became associated with 
the company founded by his father and its late 
president, Edward B. DeVry has served the 
projector manufacturing  organizatiion. In 
1928 he became its secretary. To the new re- 
sponsibilities of  sec- 
retary - treasurer and 
president of DeForest’s 
Training, Inc., he 
therefore brings a 
wealth of experience in 
the company’s manage- 
ment affairs. 

Having served for a 
brief interval in the 
field of industrial film 
production he is also 
well versed in the 
problems of equipment users and producers. 

Born in Chicago, Illinois, June 15, 1902, “Ed” 
attended the L niversity of Illinois, Northwestern 


EDWARD B. DeVRY 


University and Armour Institute. At Illinois he 
was elected to Scabbard & Blade, honorary mili- 
tary organization and was commissioned as a 
2nd Lieutenant in the student officers’ reserve 
He was also elected to Skull and Crescent 
and Delta Sigma Pi, honorary fraternities and 


corps. 


is a member of Tau Kappa Epsilon Fraternity, 
of which he was president in his senior year at 
In 1933 he married Marguerite Heller 
and has one youngster, Barbara Ida, aged five. 


Illinois. 





LOCAL PROJECTION SERVICE 





‘alifornia and Pacific Coast — 
Calif 1 Pacific t 


ALLIED FILM EXHIBITORS, Inc. 


672 South Lafayette Park Place - Los Angeles, Cal. 
EXHIBITORS OF 16MM. INDUSTRIAL AND 
PUBLIC RELATIONS FILMS. 


56 exchanges serving 250 communities in the 
Western Trading Area. 





Regional offices 


SAN FRANCISCO * PORTLAND * SEATTLE 











Missouri, Central Illinois, Ete. — 


. . for coverage in ST. LOUIS 


and the States of Missouri, Illinois, and Arkansas 


dee RAY SWANK 


620 N. SKINKER BLVD., ST. LOUIS, MISSOURI 
EXPERIENCED COMMERCIAL DISTRIBUTOR 


Also Equipment Rental and Complete 16 mm. Library 








New York, New Jersey, Connecticut — 





P ict tecti 
16MM & 35MM — picture projection 


Arrange club, 
school, church showings, supply equipment and operators. 
Full responsibility, one-time or long runs in New York, 
New Jersey, and Connecticut. Continuous projection and 
sound-slide film service. Have largest local list of the- 
atrical outlets for top quality industrial films. 


KING COLE'S SOUND SERVICE, Inc. 


203 E. 26th ST.. NEW YORK CITY LEx. 2-678! 











New England States — 
es TE 


—in BOSTON see PATHESCOPE 
FILMING in 16mm, plus 


Color, "Add the Local Angle” 


Write or phone the 


PATHESCOPE CO. 


438 Stuart St., Boston Tel. COM 0640 








Ohio, Michigan, Ete. — 


1,125,000 


+ Rural Residents See Our Pro 


Weebly 


w YOUR INDUSTRIAL FILM 


ATIOR/ 


RATES ON APPLIC 


TWYMAN FILMS, 


29 Centra! Avenue 


‘ 





CLASSIFIED ADVERTISING RATES 


Special rates as low as $9.00 per insertéon 
are available for display service announce- 
ments on this page. Write for full particu- 
lars and a layout. 








BuSsINESS SCREEN 












































































TWO NEW RICHFIELD OIL COM- 
PANY slidefilm feature montages indi- 
cative of unusual photographic quality. 
(Above) Mobilization for defense is the 
theme; (below) Richfield’s new Forti- 
fied 100 Octane gasoline give the swift- 
ness and smoothness of flight to today’s 
automobile. F. K. Rockett produced. 


Navy's 70 Projectors 
* The Navy possesses over seventy 
16 mm projectors used by its Re- 
cruiting Service. On its ships and 
350 35 


picture 


bases it has over mm. 


sound motion projectors. 





FOR HOUSE TO HOUSE 


Selling 


Here it is! . . The new sound slide 
film projector you have been wait- 
ing for. 

Specifically designed to meet the 
problems encountered in door-to- 
door sales presentations. Rapid set- 
up. Light Weight. Good Projec- 
tion. Perfect Sound. It offers 
every desirable advantage. 

A low priced quality unit— 
typically RADIAD. 

For further details consult your local 


dealer or film producer—or write 
to us direct. 


154 E. ERIE ST. * CHICAGO 


RADIAD 


— 


aw 
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RICHFIELD SLIDEFILMS 


* Marketing of a new aviation-type 
gasoline for motorists was accom- 
panied by Richfield Oil Corpora- 
tion’s use of a dealer sound 
slidefilm and a silent 16mm. Koda- 
chrome production which presented 


new 


visual statistics for executives and 
personnel; at the same time a con- 
sumer stidefilm was made available 
and ranchers. Fred- 
erick Rockett produced the entire 
program. 

Fortified for "41. the dealer slide- 
film, is keyed to the thesis that “vic- 


to farmers 


tory goes to the armies with the best 
industrial organization. From end 
to end this land of ours teems with 
activity—the greatest mobilization 
fot defense in our history—that 
democracy shall not perish.” Trac- 
ing the story of rearmament and 
showing through news pictures rea- 
son for its need, Richfield’s part in 
research to develop finer aviation 
fuels is clearly indicated. From 
this point it is a step to the intro- 
duction of a new alkylate gasoline 
with more than 100 octane rating 
which has been made available to 
the motoring public with the slo- 
gan, “Richfield Powers Planes for 
Your Army—Let Richfield Power 
Your Car.” 
Dealer 
wildflower 


aids—wildflower — seeds. 
booklets in 


tional and regional advertising 


color. na- 


are shown, and John Wald and Don 
Forbes, the two Richfield Reporters, 
handle most of the narration in 
their usual radio manner. 

Given a good production budget, 
this is an unusually “live” slide- 
film; it runs 28 minutes. Story was 
written by Robert Hixson of Hix- 
son-O’Donnell. Inc., Richfield’s ad- 


vertising agency. Photography, in- 


cluding some striking montages. 
was done by James Fullerton. 


Perry King directed. 

Tractor Tips, Richfield’s second 
new slidefilm, is intended for the 
education of farmers and ranchers 
‘who are notoriously careless of ex- 
pensive equipment. Production runs 
28 minutes. Leading tractor manu- 
facturers cooperated in supply data 
and mechanical equipment for use 
in the production. Profiles, cut- 


aways and other demonstration 


techniques were used to splendid 


advantage in this good-budget film. 





It’s 400 in 1 This Year! 


» BUSINESS AND EMPLOYEE GROUP DOLLARS 
FOR THE GREATER NEW YORK FUND 







Help Support 
400 Health and 
Welfare Ser- 
vices that NEED 
MORE MONEY 
to Keep Going! 


Suppose 
Nobody 
GIVE TO THE GREATER NEW YORK FUND! <a Cored! 





NO! Your product is already a star in its own field. Now 
it can take its place on the theatre screens of the nation 
—nearly 10,000 under agreement to Alexander. YOUR 
PRODUCT—your company can reserve preferred posi- 
tion before the eyes of millions of theatre patrons. Why 
not use the type of showmanship to be found only in the 
use of all-color, sound moving pictures to do that next 
big selling job for you? 
We have arranged for the theatres and we have 


the organization for placing your movie-ads in 
any area you choose. Let us tell you about it! 


ALEXANDER 


SPRINGS 


DALLAS 


FILM 


COLORADO 


ATLANTA 


CO. 


ee 


NEW YORK 


CHICAGO SAN FRAWCISCO 








HOLLYWOOD COLORFILM 


CORPORATION 


Aunounces 


that preparations are now complete for print- 
ing and processing 16mm sound prints in 


Gasparcolor 


FOR RICHNESS AND FAITHFUL COLOR REPRODUCTION 


FOR ECONOMY AND PLEASING COLOR REPRODUCTION 
use lwo calor 
Either color method assures you of uniformity, permanency, 
and transparency in color, of the highest quality, from your 


original negatives or Kodachrome subjects, at prices you 
can afford to pay—plus speedy delivery. 


Submit samples of your original negatives or 
Kodachrome for a convincing test print to be 
made for you at our expense. 


Phone, write, or wire 


HOLLYWOOD COLORFILM CORPORATION 


230 West Olive Avenue - - - Burbank, California 


Phone: Charleston 6-6477 
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Modern theatres and meeting rooms ADDRESS INQUIRIES TO THE OFFICE OF 


—an exclusive building feature. 


THE PRESIDENT + MR. J. C. THOMPSON 


t 


VT THE CENTER OF CHICAGO BUSINESS + THE CIVIC OPERA BUILDING 


20 NORTH WACK 


| 6 | 





. DRIVE 


Business SCREEN 
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FIRST MILLION SEE THE NEW 
MEAT FILM—R, C. Pollock (left) an. 
Ss 


eral manager of the National Live ock 
and Meat Board, receiving from H. J. 
Spiess (right) and Edward J. Mayer, 
executives of Castle Films, inc., their 
report showing that the Board’s new mo- 
tion picture, ‘‘Meat and Romance” had 
just passed the million mark in number 
of persons seeing it. Since November 
15 the picture has been shown in ail 
of the 48 states in junior and senior 
high schools, colleges, churches, cooking 
schools, department stores and before 
women’s clubs and meat trade groups. 


CATERPILLAR: 


(Continued from page 28) 





out task of producing the nation’s 
food supply. 

Most of these jobs are primarily 
concerned with national defense. All 
of them are subjects for pictures 
that explain the Company’s part in 
the defense program to its custom- 
ers and friends. 

During the last two years four- 
teen new sound subjects have been 
released. As usual these films were 
prepared, edited and the narration 
written in the company’s advertising 
department. The recording was done 
at Chicago Film Laboratory using a 
professional narrator and recorded 
music and sound effects. Two pic- 
tures, as noted above, have been 
produced in Kodachrome. 


Use Two Metuops or 
DiIsTRIBUTION 

Two principal methods of distri- 
bution are employed. New films 
are given their first showing at a 
series of “Open Houses” which are 
staged in various dealer’s places of 
business during the winter and early 
spring of each year. Customers, 
prospects and friends are invited 
to these meetings, which are gener- 
ally all-day affairs with a luncheon 
served during the noon hour. After 





the open house is over prints of 
the new films are released to deal- 
ers, most of whom are equipped 
with projcetors. Many dealers have 
special projection rooms in their 
places of business and a few have 
two sound projectors—one to con- 
duct shows at the home office and 
the other to do the same thing out 
in the territory. 

The plan works. Its principal 
result is cutting down the time and 
cost of making sales. Dealers who 
formerly had to take a county board 
or a farm family far out into the 
territory to show them a machine 
doing their kind of work, now in- 
vite the same group into the movie 
room and show them not one, 
but many machines doing the very 
type of jobs in which they are in- 
terested. Jobs that are out of sea- 
son, like snow removal in July; 
or far out of the territory, such as 
an unusual operation in another 
state or at the opposite side of the 
continent can now be brought into 
every dealer's salesroom or any 
prospect's office. 

This is the great value of com- 
mercial movies for this large man- 
ufacturer of track-type tractors, 
Diesel engines and road machinery 
and it is an advantage that has 
been proved time and again 
throughout the quarter century that 
the Company has carried its sales 
story to the silver screen. 


Location Specialist 


After some years of manufactur- 
ing experience, during which time 
he became proficient at industrial 
photography, Stanley Stern joined 
one of New York’s larger photo- 
graphic establishments. There he 
became salesman and sales manager, 
and familiarized himself with the 
broader field of advertising. Leav- 
ing them he set up his own shop, a 
tiny one ‘man place and achieved a 
reputation in the handling of loca- 
tion business assignments. 

He has no studio facilities, seek- 
ing only location work, and his ap- 
paratus is all of the portable type. 
He goes to the place where the ac- 
tivity goes on, instead of bringing 
the job back to the camera in the 
studio. His field thus covers all 

the usual and some of 








schedule. 


HOLLYWOOD, CALIFORNIA 





SCENES THAT NEVER FADE! 


Definition added . . . fading, bleeding, gets whose ee 
sweating and rotting prevented . . . sprocket 
tension reduced . . . renews old film, pre- 
serves new. Once processed, no waxing is 
needed. Five times the life of your film at 
a very small cost — think what you save! than those of heavier 
Write for full details, proof, and price 


O'SULLIVAN FILM PROCESS 


5184 SANTA MONICA BOULEVARD 


the unusual forms of 
industrial and business 
photography, and is 
aimed at satisfying the 
needs for medium bud- 
ments for accuracy and 
intelligent co-operation 


are no less stringent 


pictures. 





Mention Business 
Screen when writing 








to advertisers. 
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THESE TWO 16MM 


SOUND PROJECTORS 





VAY 


DEVRY MODEL 
“OR-1 , 
The new low - priced 
portable l6émm sound 


projector with twin air- 
plane luggage Cases; 
ideal for the many 
field uses of the indus- 





trial sponsor. 
Stop-on-film 
Power Rewind 
Reverse Switch 











THEY CHOSE DEVRY 


Ford Motor Company 


DEVRY QUALITY PROJECTION CAN SERVE - 
YOU IN THE FIELD, SALESROOM, FACTORY | |... 


Allis-Chalmers Co. 

Just as it serves so many of the nation’s outstand- Bell Telephone Co. 

Minneapolis-Moline Implement 
Company 


productions are shown on DeVry equipment, so B. F. Goodrich Co. 


ing industrial leaders whose sound motion picture 


DeVry sound quality and screen brilliance can serve H. J. Heins Co. 


. P . © and many others 
you in making your next film presentation a con- 





vincing, sales-making performance! For almost 








three decades, DeVry projection has served Ameri- 
can business; in 1941 these same users and many 
others are utilizing the latest DeVry models to 
bring superb new productions in color and sound 









to appreciative audiences everywhere! 


GET THIS STORY IN PERSON: 
ARRANGE FOR A FREE DEMONSTRATION 


DEVRY 16 MM. 
"INTERPRETER" 


provides theatre 
quality sound pro- 
jection before audi- 
ences in the field, 
the factory or the 
salesroom. “The In- 
terpreter” exempli- 
fies the finest in 
lLomm projection 
quality, life-like 
sound reproduction 
and sereen _brilli- 
ance—the result of 
28 years of experi- 
ence in building 
precision motion 
picture equipment. 


SL DERBI op ve, 


Produced by the same skilled, 
experienced craftsmen who build 
the world-famous DeVry 35mm 
studio sound camera and the 
theatre sound projectors. 


DeVry manufactures everything 
for the recording and projec- 
tion of both 16 and 35mm 
sound and silent motion pic- 
tures. 


CORPORATION 
Factory & Main Office 
: 1111 ARMITAGE AVENUE 
3 CHICAGO, ILLINOIS 


NEW YORK HOLLYWOOD 

















Who Sees Advertising This 
Time of Year? 


Hope You Enjoy Your Vacation! 


Crowds change with the seasons, but there’s 
no vacation from buying! All you need to 
pull the buying YOUR way is a new point 
of focus. It’s yours — effectively and 


economically—in a business production by— 


ADVERTI-FILMS 


“Timely as the next tick of the clock” 


1585 Cross Roads 6671 Sunset Boulevard 


HOLLYWOOD 
HOllywood 7349 


JOHN J. BOLAND 


r 


Charge of Products 


RAY NAZARRO 








SHELL’S “PIPELINE’’ 


(Continued from page twenty-nine) 

The chief characters in this pic- 
ture are the “Bulldozer.” “Boom- 
cat,” and “Backhoe.” The “Bull- 
dozer” is a tractor with a scoop 
plow attached to the front. This 
combination is used to shove ex- 
cavated dirt back into the trenches 
after the pipe has been laid. The 
“Boomcat” is so named as it is a 
specially rigged caterpillar trac- 
tor sporting a boom-like arm from 
its side. The boom has a cable 
and hoisting equipment attached. 
This apparatus has a triple duty 
of carrying, raising and lowering. 
and bending pipe. The “Backhoe” 
is a special trench-digging shovel 
which works on back scooping 
principle, drawing the dirt toward 
itself and dumping on either side 
of the trench. 

Many nerve-jolting but amusing 
incidents occurred during the film- 
ing of these man-made monsters at 
work. On one occasion the camera- 
man was trying to get an up-shot of 
backfilling dirt coming into the 
pipe trench after the pipe had been 
laid when the “Bulldozer” over- 
shot his mark and buried camera- 
man and camera under four feet 
of mud. 

Tuis TAKES DETERMINATION 

On another occasion excavation 
had been completed on both sides 
of a marsh. The “Backhoe” pro- 
ceeded to dig through the swampy 
area when the cameraman decided 
it would be a splendid opportunity 
to catch the apparatus digging to- 
ward him. He set up his equip- 
ment in a deep trench at the oppo- 
site end of the marsh. As _ the 
“Backhoe” broke through the last 
piece of marsh, a wall of water 
came rolling into the trench, dous- 
ing the cameraman, director, and 
some equipment. Flash thinking 
saved the camera, but dampened 
spirits in freezing weather ter- 
minated shooting for the rest of 
the day. 

Numerous similar occurrances 
plus constant adverse photographic 
conditions gave this motion picture 
unit about as tough an assignment 
as ever experienced by any com- 
mercial producer, and one rivaled 
only by the newsreel cameraman. 

For this reason, the picture Pipe- 
line, as completed, employs the 
realism and spot news interest of 
the newsreel plus a high level of 
human interest magnified by the 
narration. The story tells how a 
handful of Texans, old hands at 
the pipelaying game, cooperated 
with six hundred “rock-ribbed” 
Yankees on one of the toughest 
achievements of its kind in the 
country: how 651,000 gallons of 
twelve different oil products can be 











TYPICAL OF ELGIN’S SCREEN CAM- 
PAIGN are these scenes from the cur- 
rently showing graduation theme re- 
lease. The new series, nroduced by the 
Alexander Film Comnany. Colorado 
Springs, is showing nationally. 





Elgin Screen Ad Campaign 
® The Elgin National Watch Com- 
pany. Elgin Illinois, is now using 
a screen advertising campaign pre- 
pared for the famed watchmaker 
through the Alexander Film Com.- 
pany. and now showing nationally 
through the far-flung distribution 
service of the producer. One of the 
reels carries the graduation theme 
of the month. The series is ex- 
pected to show unusual direct deal- 
er results and is so planned. 
put, one after another, through 
the line in one day; how the type 
of product, speed of flow, pressure 
and temperature are checked and 
controlled from an amazi::e¢ dis- 
patch board in distant New York 
City. It also stresses the impor- 
tance of a safe underground chan- 
nel of vital supply to industry, 
motorists, and home heating (in 
peace time and war). Within the 
service area of the pipeline are Ft. 
Devin, Framingham Airport, and 
Bethlehem Shipyard. 

The Narrator, John McIntyre, 
tells the entire story in Texas di- 
alect, from the point of view of one 
of the Texan specialists first ex- 
periencing a New England winter 
and native resourcefulness. 

The seventeen-minute film is cur- 
rently being exhibited before club 
and school audiences throughout 
New England. 


PRINTED BY M. KALLIS & CO., CHICAGO, 8M-4I 




















They Re-ordered! 


Here is a partial list of industrial, educational, governmental 





































and other users of Ampro projectors who have re-ordered again 
and again—on the basis of the performance of their original 
purchases. Some of these customers have hundreds of Ampro 


precision projectors in constant operation: 


Allis-Chalmers Company Keystone State Amusement Co. 
American Air Lines General Tire and Rubber Company 
Firestone Tire & Rubber Company Wilding Picture Productions, Inc. 


Frigidaire Division, General Motors C.C.C. Camps in Sparta, Wis., El 


General Electric Company Paso, Tex., Phoenix, Ariz., Fort 

The Jam Handy Organization Bragg, N. C., Columbus, Ohio 

Massey Harris Company Ideal Pictures Corporation 

Mead-Johnson Company U. S. Navy Recruiting Service x 
Shell Petroleum U. S. Dept. of the Interior = 
Fisk Tire Company Boards of Education in New York, 3 


General Motors Acceptance Corp. Chicago, De- 


HACAAEULIA (é- 


Servel (Electrolux) troit, Kansas =A 
Anheuser-Busch, Inc. City and hun- = 
Stewart- Warner dreds of other = 


cities and 


4 é many other 
Dictaphone Corporation A, 
city, state and 


Wright Air Field national gov- 
Collins and Aikman ernmental de- 
Barrett Company partments. 

Union Carbon & Carbide Co. 
Kraft Cheese Company 


Illinois Bell Telephone 


Sausel lon 


Ytnyoro Catalog 


Showing complete line of Ampro 16mm sound- 
on-film, silent,and convertible to sound models. 
Thousands of Ampro precision projecters are 
rendering splendid service for the sales depart- 
ments of America’s largest corporations. Find 










AMPRO CORPORATION, 2839 N. Western Ave., Chicago, III. 


Please send me new Ampro Catalog. I am particularly interested in: 


[] New Amprosound 16mm Projectors. 
(1) Ampro 16mm Silent and Convertible to Sound Projectors. 


out what they can do for you. 
[] Ampro Continuous Projectors. 
Name 


Address 
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[HE DOW CHEMICAL CO. 


_S iad 


a“ a,.° 











MIO DELON 12k / 
YOLGR 
BOSIME SS 
METHODS 





/ MAKE SALESMEN ) 
OWT OF 
y ROUTE MEN 
and 


=» ( COUNTER CLERKS / 


AM HANDY PICTURE.... 
DEFINITE . 
ADVERTISING , 


CAMPAIGN © “Pay Dirt” has nothing to do with gold mining but it’s 

. every bit as entertaining as a “western” based on those 
romantic days. In this talking picture, The Dow Chemical 
Company dramatizes proved merchandising methods of the 
most successful stores in the dry cleaning industry. 





A picture of this type, designed to help dealers improve 
their selling technique, cannot help but create goodwill 
and more business for its sponsor. 


The J A a | H A ND » 4 Onganization 


Sales Meetings @ Slidefilms ® Talking Pictures @® Convention Playlets 


* New York %* Wilmington %* Washington, D.C. * Detroit * Dayton * Chicago * Hollywood 


19 West 44th Street 922 Shipley Street Transportation Building 2900 East Grand Boulevard 311 Talbott Building 230 N. Michigan Boulevard 7046 Hollywood Bouleva! 
VAnderbilt 6-5290 Wllmington 4-2401 REpublic 8036 MAdison 2450 ADams 6289 STAte 6758 HEmpstead 5809 
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